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No. 670 


HIGH TOP— 
BELMONT SHOE 


No. 670—This is a Belmont numbe: 
made on the Famous old Belmont 
Last. Belmont wearers repeat and 
repeat. So be ready with this Black 
Kangaroo high top shoe. 


fo 


MADE BY H. J. JUSTIN & SONS, INC., FORT WORTH. TEXAS 


THE NEW HI-MONK 
FOR CAMPUS—SPORT 
OR STREET WEAR 


No. 688—This “HI-MONK” is 
made on Proven Military Boot 
lasts, with crimped vamp and 
leather lining throughout. The 
strap and buckle give it the 
swagger so desired by the 
younger set. This shoe is made 
in rich Tan Calf that will al- 
ways shine beautifully. 

Sizes in Stock: 

A—7'2 to 12 
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B-7? tol2 $650 


C6 toll 
D—5 to ll 


Sizes in Stock: 
A—7'2 to 12 
B—7_ to 12 
C—6 to 12 
D—5_ to 12 


No. 630 
BLACK KANGAROO 
CLINTON JUDGE LAST 


No. 630—Clinton Judge Last—a qual- Sizes in Stock: 
ity High top shoe. Made in genuine C—6 to 12 
Black Kangaroo, with a Special built D—6 to 12 
in leather arch support. Ventilated E—S to 12 
innersole, and sturdy steel shank. $ 435 


Order Now for 
Fall Delivery 


HOES 
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CtCE OF THE ade 


SECRETARY ROPER, in a fiscal 
year-end statement, pointed to 
trends and factors which he said 
were favorable to an early business 
upturn. He said: 





“Economic skies are definitely 
clearing. Many wise. business 
leaders are now and all should take 
advantage of the Summer season 
to implement their plans and meth- 
ods for participation in the inevi- 
table and now-forming-forward- 
movement. Announcement has been 
made of large sums to be expended 
for plant expansion and improve- 
ment under the realization that 
where no wealth is created, none 
can be accumulated nor distributed. 
Bumper crops are beginning to 
move as reflected by rising demands 
on transportation. Credit is abun- 
dant and available. 

“The merchant, the wholesaler 
and the manufacturer should pre- 
pare now to turn with the tide in 
order to avoid lost motion in the up- 
ward swing. I, therefore, am en- 
couraged by the factors above 
enumerated and look to aroused in- 
itiative which will bring a gradual 
and not a dangerously accelerated 


business, industrial and economic 
upturn.” 

* * * 
WALKER T. DICKERSON, presi- 
dent of The Walker T. Dickerson 
Co., Columbus, Ohio, says: 

“When we paid off on Friday 
evening, July Ist, each and every 
employee in our institution was 
granted one week of vacation with 
full pay in advance. 

“Since the beginning of our fiscal 
year, Nov. 1, 1937, our employees 
have worked steadily five days a 
week, eight hours a day, and have 
not lost one hour of time. We 
have not been compelled to ask for 
any reduction in wages because of 
the fact that we have not increased 
our productive capacity beyond our 























sales possibilities at a profit. I am 
firmly convinced one of the griev- 
ous errors of many manufacturing 
industries can be definitely attrib- 
uted to the pyramiding of profit 
into greater production without 
thoroughly analyzing the possibili- 
ties of making profitable sales. 

“TI am convinced this is the cause 
of many industries not being suc- 
cessful in giving continuity of em- 
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ployment to their employees. Our 
successful record for the past five 
years points definitely to these facts. 
Mass production, legitimate profit 
and continuity of employment can- 
not be harmonized.” 


SAUL COHN, president of the 
National Retail Dry Goods Asso- 
ciation, says: 

“In the last few years three ele- 
ments have been injected into the 
legislative picture—both state and 
national. One is the so-called ‘in- 
dependent retailer’, second, labor; 
and three, the consumer. All of 
these groups are organized and 
militant. As a result of their ac- 
tivities we find legislators have cre- 
ated a network of laws which seek 
to provide more security and com- 
petitive equality for the small re- 
tailer, greater security for labor 
through the medium of higher 
wages and shorter hours and in- 
creased protection for the cons- 
sumer dollar. It is quite evident 
that the objectives of the worker 
and consumer are somewhat iden- 
tical, but it is also quite apparent 
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that the objectives of the group 
often work at cross-purposes and 
create a clash of interests. 

“Very often when the Govern- 
ment asks for the retail point of 
view, it receives not one opinion 
but many divergent opinions. 
Should retailing as an industry 
ever be able to determine what it 
is reasonably entitled to have, if 
it is ever able to develop a posi- 
live and recognizable viewpoint sat- 
isfactory to all divisions of retail- 
ing, it will be able to establish a 
logical and influential public posi- 
tion and it will then be recognized 
as a powerful constructive force in 
the life of the country.” 

* * * 
Hi J. BOSTOCK of Lotus, Ltd., 
Stafford, England, says: 

“Twenty-five years ago all good 
Liberals believed in progress, and 
it was assumed that as the years 
passed, the world would get better. 
Certainly there has been an im- 
mense advance in the control of 
natural forces, but in the moral 
sphere there has been regression 
rather than progress, and might 
rather than right plays an increas- 
ing part in the relations between 
nations. It is all very disturbing 
and confusing.” 





ALVINA WALTZ, personnel di- 
rector of Mabley & Carew, Cincin- 
nati, says: 

“The attitude of the employee 
toward a customer usually reflects 
the attitude of the management 
toward its employees. Before you 
can expect your people to be loyal, 
and to work for you, you must first 
prove that you are loyal, and will 
work for them. And that loyalty 
begins with your top Executives. 
To me, that is the first step to be 
made in the strengthening of the 
store’s selling front, but it isn’t 
sales training. 

“Then how are we going to 
strengthen the store’s selling front 
with an intelligent program of sales 
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BUSINESS /s 








—Most every business man sub- 
scribes to one or more financial 
and business services, or "dope 
sheets." 

—He reads the other fellow's ready- 
made opinion in the morning and 
that becomes his own line of 
thinking—and argument—for the 
rest of the week. 

—lIsn't there a danger that we are 
becoming a nation of economic 
Robots—a natural consequence 
of our terrifically complicated 
scheme of things? 

—Aindustrial neurasthenia is our na- 
tional ailment these days. 

—If Business would stop feeling its 
own pulse and begin feeling the 
pulse of Mr. and Mrs. John © 
Public, we'd all be a heap sight 
better off. 


Zrct 6 Tree 


President 





training? And, if we do work out 
such an intelligent program, how 
are we going to apply it in these 
times, when shortened working 
hours make it practically impos- 
sible to keep salespeople off the 
floor during the selling hours of 
the day? And what can we give 
them that will really be helpful to 
them? And, most important of all, 
how can we give it to them in 
such a way that it will be interest- 
ing to them? If we can’t hold their 
interest, the effort is wasted.” 


* * * 


EXPORTS of footwear from the 
United States in May and the first 
five months were substantially 
higher than for the corresponding 
periods of 1937. Cumulative sta- 
tistics show that 927,138 pairs of 
shoes with a value of $2,084,050 
were exported during the first five 
months of 1938, a decided gain 
compared with the 749,727 pairs 
valued at $1,678,155 exported in 
the corresponding five months of 











1937. The gain in volume of ex- 
ports has been accompanied by a 
decline in average value per pair. 
In May, 1938, footwear averaged 
$1.80 per pair, but in the year be- 
fore, they averaged $2.08. 


*% * % 


BB. EARL PUCKETT, president of 
the Allied Stores Corporation, New 
York, said: 

“All the blame for the cost of 
distribution does not lie at the door 
of the retailer. The manufacturer 
selling by the dozen, gross, case or 
carload spends 25 per cent on dis- 
tribution costs and then criticism 
is directed at the retailer who must 
sell the desired size, color and the 
exact style to suit an individual con- 
sumer just as she wants, when she 
wants it, in the type of environment 
in which she wants to shop, then 
deliver the item to the customer’s 
suburban home and perhaps wait 
60 days for the money if she does 
decide to keep the item and does 
finally decide also to pay for it. 

“The 25 per cent distribution cost 
of the manufacturer is less than 
6 per cent under that of the aver- 
age store.” 














THE Detroit police have solved the 
puzzling case of the shoe-specializ- 
ing burglar. In the robbery of 
two homes in the precinct recently, 
only shoes were reported missing, 
although more valuable articles 
were lying about. In one of the 
housebreakings eleven pairs of 
women’s shoes were taken. 

When two detectives found a 17- 
year-old boy marching down the 
street with an armful of shoes, they 
detained him for questioning. At 
his home, they reported, they found 
more than 200 pairs of shoes. 

“I can’t explain it,” the youth 
said. “I’ve been collecting shoes 
for four years, but up to now I’d 
just pick up old shoes in alleys. 
I must have collected 500 pairs of 
them, but my mother told me to 
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stop lugging home old shoes, and 
she burned up my collection a 
couple of times.” He was held for 
investigation. 





AMES W. PETTY, JR., of the 
H. & S.. Pogue Company, Cincin- 
nati, Ohio, says. 

“Taken as a whole, I feel that 
retail advertising has it all over the 
usual national advertising—in the 
first place, retail advertising has a 
more wholesome respect for the to- 
morrow morning side of an adver- 
tisement—they know that it must 
produce tangible results immediate- 
ly. However, there is one point on 
which I think the national adver- 
tiser is far smarter than the aver- 
age retail advertiser, that is on his 
adherence to a good campaign 
theme. We, as retailers, soon tire 
of a good theme, no matter how 
good it is, and why shouldn’t we? 
We read about four to five proofs 
of each advertisement and, after a 
half-dozen have appeared, we have 
seen the idea at least 50 times, but 
here is where we make our mis- 
take when we junk the idea for 
something new, the customers have 
seen it only six times at the best and 
the average would be much nearer 
two or three times. 

“So this Fall, when you or your 
advertising office produces a good 
theme, stick to it, give it a chance 
to register with the customers.” 

* * * 


E. H. GAULT, at the 1938 Mid- 
Year Convention of the National 
Retail Dry Goods Association, said: 

“During a period of growth, a 
small store has several critical 
stages. When annual sales volume 
reaches $50,000 eye control and 
wrapping paper accounting must 
be supplemented by more formal 
control and accounting. Again, 
when sales reach $250,000 more de- 
tailed records are necessary. If 
management fails to make the neces- 


sary changes at these stages of © 


growth considerable losses occur 
through the failure of management 
to have the necessary facts on which 
to operate the business. I have seen 
many growing stores floundering 
through lack of inventory control 
and adequate accounting. On the 
cther hand, I have seen stores 
double and triple their sales vol- 
ume without managerial difficulties 
through the use of accordion record 
systems which expanded with the 
growth of the store.” 


* * * 


PHILIP B. BAYES, president of 
the Boston Shoe Club and head of 
the Solby-Bayes Co., says: 

“This is the time to organize. 
There never was a time in the his- 
tory of business when organization 
was more needed than now. Every 
town and city should have its or- 
ganization of shoe merchants, and 
these organizations should keep in 
touch one with another, studying 
merchandising problems, employer- 
employee relationships and other 
problems which they have in com- 
mon. 

“Here in Boston we have carved 
out for ourselves an ambitious pro- 
gram which is divided, roughly, into 
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three parts. The first is to improve 
ourselves as individuals through 
discussion and exchange of ideas. 
This is the education of the boss. 
The second part has to do with the 
education of the employee, as a 
portion of which we hope to set up 
a fitting clinic for the better train- 
ing of shoe fitters; and as a corol- 
lary portion of which we hope to 
establish some sort of employment 
bureau to serve as a clearing house 
for character references and ability 
of salesmen. The third part of 
the program has to do with the edu- 
cation of the consumer. This may 
take the form of organized public- 
ity to keep customers from going 
outside their natural trading areas; 
or it may take the form of style and 
value education; or it may include 


both. 


“All these, in the long run, mean 
better service to the public; a 
higher rate of employment in re- 
tail stores; elimination of cut-throat 
competition; and the substitution 
of friendship for suspicion. We 
want to know what other associa- 
tions and clubs are doing and will 
welcome correspondence from any 
part of the country.” 






































"| want shoes for the other boys too, if you can capture them." 




















FALL STREET TYPES 
For National Men’s Shoe 


THE return of darker tones in leathers for street shoes, 
with the accent on dark mahogany, of genuine Cordo- 
van and oil-treated types of leathers has influenced 
the patterns to the extent that brogues have become the 
most important individual type in the Fall picture. This 
point can be demonstrated two ways. The ideal patterns 
in Cordovan are good, rugged bals with plenty of 
brogue details, and plain-toed military types which for 
years have been classified as staples. Promotion of 
Cordovan and Cordovan colored calf has stimulated 


- the brogue pattern, while volume in the plain-toed mili- 
- tary patterns, with the occasional addition of the black 


saddle, has remained constant. 

Last year when oil-treated type leathers became popu- 
lar, they started first in very custom looking brogues, 
with wide extensions and sparse broguings. Many of 
the customers bought these shoes because they looked 
like Cordovan leather, and were very much heavier on 
the foot. These shoes looked very much like the cus- 








Week 


by 
JOHN REILLY 


First in a Series of Articles Devoted 
To Fall Men’s Shoe Styles Specifically 
For Active Promotion During National 
Men’s Shoe Week September 10 to 17 


tom type brogues which for years had been made in 
black waxed calf. Harness stitching, square tips, with 
neat medallion perforations, and an occasional spot 
perforation on the lacestay were all good custom details 
derived from the day when every gentleman had at least 
one pair of waxed calf boots. Designers found that 


For Merchandise Sources 
See Page 35 





aot 
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STREET SHOES 
For Fal! Promotion 


[CONTINUED FROM PAGE 19] 


these details from the waxed calf era looked even 
smarter on the rich wine shades of the new oil-treated 
types of leathers. 

The new smooth calfskins were developed in wine 
shades and the gap between the full brogue and its 
customized variation was filled with the usual range of 
types. Between the two, namely, the oil-treated type of 
leather and the wine colored, genuine calfskin, the 
brogue situation was very well sewn up and the ground 
work of a fine brogue season for 1938 was laid. 


Trend to Custom Brogues 


The trend to customized brogues is seen again in 
lighter colored calfskins in both bals and _ bluchers. 
These extremely smooth leathers were the very opposite 
of the oil-treated types; light in color, with highly 
glaced surfaces. When given a custom finish in the 
form of a good soaping, or the darker dyed finish, it is 
all the rage. They do make very attractive custom 


types. 
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The interest in grains for more promotional types 
with definite emphasis on pig is becoming more pro- 
nounced. Pigskin last year was considered very effec- 
tive in heavy brogues with crepe rubber soles. This 
year it is seen in street shoe and with it are many of 
the finer grained calfskins, the most important being 
the thistle type of grain. Norwegian grains and lightly 
boarded leathers are well represented in Fall street 
shoes, and have their characteristic rugged detailing. . 

One cannot put too much emphasis on the impor- 
tance of the blucher pattern as a promotional item, 

[TURN TO: PAGE 35, PLEASE] 
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Plan for a Profitable 


MEN’S FALL SHOE 


SEASON 


Recovery and Re-employment to Provide 
the Purchasing Power — National Men’s 


Shoe Week to Supply the Sales Stimulus 


Design for National 

Men’s Shoe Week sticker 

in two colors, bright blue 

ground with crimson 
globe. 


FROM the standpoint of style and fashionable apparel, 
American men are on the march. Witness the extent 
and variety of sports and outdoor apparel designed, 
created and sold for this Summer season of 1938. 
Casual clothes will be very much in the picture again 
for Fall, we are told, and this applies also to shoes. 
Never before, in fact, have we seen such an interesting 
and varied assortment of novel designs as appear in 
the new Autumn lines. 

These styles should serve as a wholesome stimulus 
to men’s shoe business, but if they are to fulfill that 
purpose they must be brought to the attention of the 
men who are likely to buy them. In other words they 
must be given some kind of effective promotion. 
National Men’s Shoe Week, September 10 to 17, offers 
an ideal opportunity for this kind of a promotion. It 
will focus the attention of men on the subject of shoes 
at a time when they are definitely in the market for 
Fall footwear. 

National Men’s Shoe Week was originally sponsored 
by Boot AnD SHOE RECORDER one year ago because it 
was felt that some promotion of this character was 
needed to give an early impetus to men’s Fall shoe sell- 
ing. Many merchants in various parts of the country 
participated in the initial observance of the event, last 
year, and in most cases the results were well worth 
while. This year, it is expected that many more mer- 
chants will take part and that the results in sales, 
prestige and profits will be even more apparent. For 
this promises to be a season that will witness an up- 


NART AS HIS SHOES 


swing in the men’s shoe business, and all that is needed 
to give it momentum is a concerted national effort like 
National Men’s Shoe Week, in which every shoe store 
selling men’s shoes can participate. 

Scheduled to take place about two weeks later than 
the time when National Men’s Shoe Week was observed 
last year, the RECORDER is convinced, on the basis of 
past experience and the advice of many merchants, that 
the designated dates, September 10 to 17, are timed 
perfectly to start Fall business rolling into shoe stores. 
This is the time, in the belief of experienced shoe mer- 
chants, when men are most receptive to a Fall shoe 
selling message. The Labor Day week-end marks the 
close of Summer and the end of the vacation season. 
After Labor Day, men are definitely Fall conscious and 
open to suggestions regarding Fall clothing and Fall 
shoes. By the 10th of September, the fellow who re- 
ceives his pay envelope every Saturday will have had 
at least one pay after Labor Day, and will have recov- 
ered to that extent from the financial embarrassments of 
the vacation season. The group who get paid twice a 
month will also have had a pay day during Men’s Shoe 
Week. So it can be assumed that the customer will 
not only be in a buying mood, but that he will have 
the requisite buying power to equip himself with a 
Fall shoe wardrobe by the middle of September. 

Regardless of what grades or types of shoes an 
individual store may sell, National Men’s Shoe Week, 
if properly promoted, should provide a definite sales 

[TURN TO PAGE 39, PLEASE] 





SHOES That Will 


The season for formal dressing is typified in 

- this charming evening gown of forest green and 

silver lamé trimmed with bright pink velvet 

(from Bernard Newman) and the green and 

silver kidskin sandal with platform sole. The 
bag is of matching silver kidskin. 


CERTAIN general trends are strongly marked in the 
first Fall evening shoes. First of all, they are very 
light, slight affairs—sometimes just a piece of knotted 
or draped brocade or faille or kidskin over the toes, 
a strap at the heel and around the ankle. Just enough 
material to hold the sole on the foot. 

When the shoe has a higher front, covering the in- 
step, as in some of the newer patterns, the vamp is very 
much opened up or made of mesh. Open toes are 
almost universal and so are open backs, although a 
few manufacturers prefer closed backs. 

This fashion of draping the foot lightly in leather 


Left: A new pump treatment Right: The trend toward com- 
in gold mesh and black satin  binations of gold and silver kid- 
trimmed with gold kidskin. skin is seen in this classic “flat” 
Tupper. with platform sole. The T-strap 
and platform are in the con- 
trasting color. Schwartz & 

Benjamin. 
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SPARKLE on GAY 


[23] 


WINTER NIGHTS 


Tintables, Brocades, Metallics, Mesh and 
Gold and Silver Kidskin All Have a 


Place 


or fabric seems to fit in with the trends in evening 
gowns for the coming season. Draped jerseys and 
other materials with clinging folds will probably con- 
tinue. Brocades, metallic materials, velvets and 
moirés—all expected to be important dress materials 
for the coming Winter—are less suitable for draping 
but they reflect even more strongly the continued feel- 
ing for elegance and richness of material and refine- 
ment of treatment. 

The brocades and paisleys for shoes are unusually 
beautiful in color and design this season. The colors 
are delicate rather than glowing, but they are full of 


life and reflect the present vogue for blues, yellows, 


greens, pinks and mauves. There are a few iride- 
scents. Flowers are the favorite motifs. 

In metallics, some striped ribbons give new inter- 
est to the striped theme so important in ready-to-wear 
this Summer. The tercentenary celebration of the 
reign of Louis XIV this Summer in Paris is giving 
increased importance to Eighteenth Century influences, 
including certain kinds of striped materials. 

The general fashion interest in embroidery is 
seen in the limited use of jewelled embroidery on 
shoes. The really new use of jewelry on shoes, 
however, is as trimming on platform soles. They 


in the Glamerous Season Ahead 


by 
ELEANOR RUTLEDGE 


may be a single row of rhinestones, restrained and ele- 
gant, as in the cocktail shoe illustrated, Or the whole 
platform may be studded with stones, sparkling in many 
colors, so that the wearer seems to be walking on jewels. 
In spite of all the talk of rich multi-colored fabrics 
there are two kinds of materials that continue to be 
the real bread and butter business. These are, first, the 
[TURN TO PAGE 43, PLEASE] 


Right, above: Smart for cock- 
tails, dining or dancing is this 
sandal of draped faille with 
rhinestone trimming on the 
platform sole. I. Miller. 


Left: A few bands of metallic 

ribbon make this popular san- 

dal pattern with front draping. 
Stone Shoe Company 
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NOVEL WINDOW DISPLAYS for 





An irregular fence of boards stained dull brown is set up back of a 
double plateau and lettered in white edged in orange. Natural Fall 


branches are used back of and above the fence. 


The plateaus are 


tan with dark brown edges. On your show cards use the blue-and-red 
stickers for Men’s Shoe Week. 


BB ACK in the bold swashbuckling days men: wore gay 
clothes. We do not think any the less of our colonial 
forefathers because of their colorful silk suits and 
frilled shirts. The ancient Roman in his rich toga was 
every inch a man. Even the pious Puritan was a giddy 


guy compared to the somberness of many a modern 
male. 

The purpose of Men’s Shoe Week is to help men out 
of the apparel doldrums—to speed the emancipation 


from the dull drabness of male attire. To teach men 


At the window sides are panels covered with Fall leaves. On the tan 
background are two large Fall leaves, one -light brown and one 


medium brown, placed across each 


other. Men’s Shoe Week is lettered 


on the top leaf in orange. The plateau is medium brown with orange 
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NATIONAL MEN’S SHOE WEEK 


Center Interior and Window Displays Around “Shoes for the Occasion” 
Theme. Concentrated Effort and Stress on Shoe Wardrobe Idea Will 
Lead to Increased Pairage on Men’s Shoes. 


to wear the right shoes at the right time, and to create 
acceptance of gayer, brighter clothes and shoes. That 
way lies increased pairage. 

The. apparel industry is already launched on an edu- 
cational campaign that has “two suits instead of one” 
as its objective. This balanced wardrobe idea has built 
sales during the first year-and-a-half for those try-out 
stores that have gone into the plan thoroughly. (See 
Printer’s Ink Monthly, April, 1938.) 

It is only as the desire for shoes is increased 
that sales of men’s shoes will increase beyond mere 
replacements. 

Just where and when men became inoculated with 
the idea that it is “sissy” to appreciate clothes is hard 
to say—but it certainly is an expensive thing for both 
the clothing and the shoe industries to allow this regi- 
mentation to continue year after year. That costly 
“sissy” idea must be eliminated. 

Men must be shown and sold shoes for various 
occasions—business, holiday or leisure, formal, 
sports. (This list is adopted from the balanced 
wardrobe idea of the Men’s Wear Promotion, As- 
sociated Wool Industries. ) 


by BR. E. ANDRUSS 


Both advertising and displays for Men’s Shoe Week, 
and after, should be definitely built around the idea of 
the correct shoe for the occasion. The visible demon- 
stration of what’s right in your displays, both window 
and interior, will be a mighty big help in increasing 
men’s appreciation and purchases of shoes. 

Men in position to know have reported that men have 
not been enthusiastic about this balanced wardrobe 
idea. Probably they’re right. Certainly the shoe in- 
dustry has done little to foster appreciation. The idea 
of putting out a folder of “correct shoes for occasions” 
covering the balanced wardrobe idea, as suggested at the 
Spring meeting of the N. S. R. A. Style Committee, had 
not been reported when inquiry was made back in June, 
just previous to preparing the promotion article that 
launched Men’s Shoe Week for Fall, 1938. 

It is very important to arouse enthusiasm among 
both the merchants and those who handle their 
displays, and then, having created keen competi- 

[TURN TO PAGE 42, PLEASE] 


The branches of the tree are compo board, cut-out and painted dark 
brown, dark green, medium brown, held up by ceiling cleats. The 


trunk is natural bark on a form, with the 
orange in tan mat board. Shoes 


poster design in brown and 


are shown in wardrobe groupings 


on sloped panels in tan and medium brown. 












THE SaAor's ee. 
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Business Is What You Make It In Mid-Season 


MIID-SUMMER weeks are very important in shoe re- 
tailing. It is the one time of the year when the formula 
can be reversed—two-thirds leg work, one-third brain 
work. For with the slowing down of physical activity, 
comes the necessity for acceleration of planning and 
promotion for the coming Fall season. 

There is every reason to expect a movement of mer- 
chandise during the Summer months at low clearance 
prices, thereby cleaning the store for the coming Fall 
and Winter season. Reduce seasonal stocks and plan 
for the smallest carry-over possible. If promotion won’t 
do it, cut the price until they move. Old inventory is the 
one thing that prevents a real surge forward in business 
and this holds for shoes as well as every other com- 
modity. 

There is reason to suspect some carry-over of suedes 
and Fall shoes from the Spring season, despite the re- 
duction in price. There is always a reluctance to move 
inventory that is classic in design and stable in demand. 
It is commonly said in the hide industry that operators 
are “bulls” at the peak and “bears” at the bottom. 
That’s where the speculator steps in, for even a few 
points rise in the commodity market makes a profit for 
the middle man. 

On the far other end—stock on shelves in stores— 
goods are not timed by the calendar but rather by their 
salability in the eyes of the owner or manager of the 
business. There may be financial reasons why a large 
inventory is carried but by and large, the increasing 
perishability of shoes by style and season leads to stale- 
ness of stock. There is such a thing as fashion-fatigue 
in the eye of the public which has seen certain types 
of shoes too long. 

There is a lot of criticism of business because of size 
. . . as if size had anything to do with business moral- 
ity. Because a business is big is no reason why it is dis- 
honest in its actions. It is usually big because it is 
powerfully managed. It cannot live and become large 
by dishonest practice as the source of its success. Many 
a small business tempers its morality for survival. If 
inequalities exist, they can be corrected by better man- 
agement. Many a big organization comes to its Waterloo 
because it cannot stop the momentum of the flow of 
goods when demand ceases. That’s the penalty of in- 





By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER - 


flexibility. The ant can move much faster than the 
elephant. Stock that is personally examined daily has 
a better chance for sale than size sheets a thousand 
miles away. Many a chain is bogged down with in- 
ventory because of its inflexibility. 

Another point of real promotional possibility is the 
type of publicity used to kindle public interest in mid- 
Summer. Scare-head advertisements may not do the 
trick. Maybe a complete message to the public carries 
with it more interest and prestige. For example: An 
editorial by proprietor J. J. Sholem of Sholem’s in 
Champaign, Ill. (five columns wide, with a picture of 
the store), as follows: 

“BUSINESS IS GOOD WITH US! We have no 
complaint about business. Believe it or not, we have 
enjoyed the largest volume of sales in our history, dur- 
ing the past three years. Perhaps, you, yourself, have 
observed that our store IS busy, and full of customers 
EVERY DAY. And here’s the reason why: 

“Instead of crying about hard times, knocking the 
Government, cussing economic conditions, and blaming 
the weather, Sholem’s-in-Champaign have forged ahead 
by putting more real honest effort in its business. 

“By bettering the quality of merchandise, instead of 
grading it down to meet cut-prices on inferior shoes. 
By adding new and more lines of BETTER grade foot- 
wear. By rendering the highest grade type of correct 
foot fitting service in the State, and employing only the 
highest paid trained foot experts in this section. 

“Instead of seeking to TAKE as much as possible, 
we have endeavored to GIVE the best Values and the 
BEST SERVICE humanly possible. 

“Those are the simple reasons WHY our business 
continues to GROW year after year. 

“Instead of laying off help, we now maintain the 
largest payroll of any shoe store in Eastern-Central 
Minois. : 

“Instead of cancelling orders, we have just placed 
the largest Fall orders in our history. 

“We believe in Champaign County and its adjacent 
[TURN TO PACE 37, PLEASE] 
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WHY These Important Manufacturers 
use SCUFFLESS “PYRAHEEL” 





REASON 1: because more and more women want 
shoes with Scuffless heels. 

REASON 2: because customers associate the plus 
value of Scuffless heels with quality footwear. 
REASON 3: because Scuffless “PYRAHEEL” plastic 
heel covering offers a strong sales-point that helps 
make sales easier. 

REASON 4: because “PYRAHEEL” helps 
eliminate complaints due to scuffed heels. 


[27] 





REASON 5: because heels covered with Scuffless 
“PYRAHEEL” match perfectly. 


REASON 6: because “PYRAHEEL” is as smart- 
looking as it’s practical and economical. 
e e 8 

MANY LEADING manufacturers and retailers have found 
it profitable to capitalize this important sales feature. 
You can take advantage of it by specifying Scuffless 
“PYRAHEEL” plastic heel covering on your 
next order. Write for samples. 


REG. < wat OFF. 
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MAKE YOUR STORE THE PACE-SETTER WITH THESE FAST-SE 


No. 4920 No. 5664 aN 
IN STOCK ‘ IN STOCK a 


No. 4920. . Black Suede, McKay, 14/8 Covered 
Heel, AA, A, B and C, 3 to 9 


No. 5664. . Unlined Tan Elk, Welt, Vitalized Sole, 


12/8 Leather Heel, AAA, AA, A, B and C, 3 
Brand 


No. 5665 . . Brown Suede, Welt, Tan Elk Trim, Shoes 
12/8 Leather Heel, AAA, AA, A, B and C, 3 to 9 

$2.50 
No. 6047, . Red Bark, Stitchdown, Indies Brown 
Trim, Crepe Sole and Heel, AA, A, B and C, 


No. 6746 . . Brown Alligator Calf, McKay, 13/8 
Covered Heel, Side Gore Zipper, AAA, AA, A, 


B and C, 3 to 9 
No. 6726 . . Same in all Black Calf $2.45 
No. 6736 . . Same in all Havana Brown Suede. 


No. 5048 .. Unlined Brown Elk, Welt, 12/8 Leather 
Heel, AA, A, B and C, 3 to 9 


LLIN 


No. 5 
IN STO 
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BACK TO ly 


No. 6746 
IN STOCK 


3 










No. 5048 
IN STOCK 














N@SINESS-BUILDING STYLES FOR GROWING GIRLS 


5 


st Your business cannot stand still. You are either going out of the 


shoe business or you’re growing and expanding into the shoe 
business. Oft times a merchant will allow his stocks to grow too 
old, get out of balance and non-competitive. And for a time 
he'll not realize he’s going out of business — gradually perhaps. 
= One way you can make certain of your growth and expansion 
is to take advantage of the new Peters line for growing girls — 
special values, new colors, new features, new patterns, new sell- 
ing ideas and a bigger mark-up. Make your store the pace-setter 
in this field. 





Thousands of dealers already have sensed the increasing demand 
for shoes in the growing girl types and are giving special mer- 
chandising to this phase of their business. It is a new source of 


extra profits. Let us show you how to make them. Write. 


elev 


BRANCH OF INTERNATIONAL SHOE CO. « ST. LOUIS, MO. 






























THERE is lots of interest in leather clothing in Holly- 
wood these days and now Gloria Dickson has suede 
jewelry. Already in her wardrobe were shoes, gloves, 
hat, bag and coat of suede, but her jewelry is the sea- 
son’s novelty. Her black suede bracelet is embroidered 
with metallic threads and gold sequins in a floral de- 
sign, while her combination vanity and cigarette case 
is of metal-covered black suede. This has a similar 
gold thread and sequin design on it. The duo will be 
attractive with a slim black afternoon dress Gloria is 
including in her wedding trousseau. All these suede 
novelty items will be swell additions to any smart shoe 
store hosiery department. 
” * * 

Glimpsed at the Brown Derby the other noon was 
Florence George in a torquoise suede shirtmaker frock 
with fiingertip length coat, open sandals and bag and 
gloves in luggage tan suede. Her hat of tan suede was 
trimmed in diagonal stripes of turquoise suede. 


* * * 


See the coming M-G-M picture “Too Hot to Handle” 
because it is one swell show, but pay particular atten- 
tion to the medium brown kidskin jacket that Dolly 
Tree designed for Myrna Loy to wear. The jacket has 
a plain, round neckline and a zipper fastening runs 
from left shoulder to right waistline. Two pockets are 
on the left side—a waistline patchpocket and a breast 
pocket with zipper fastening. 


* * * 


Not content with mere cork soles, Jan Holm now has 
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HOLLYWOOD 






Leather clothing and suede jewelry . . . 
Jan Holm has beach shoes of cork... 
Joel McCrea’s ancient boots . . . Holly- 
wood’s favorite play shoes . .. Ann Ruth- 
erford’s shoes of straw ... Merle Oberon’s 
famous “bunny shoes” .. . Trend to 
matching shoes and hosiery to one neutral 
shade . . . Millinery and accessories of 
white kidskin. 


FOOTNOTES 


OLYMPE BRADNA, 
mount Pictures star, with a 





Para- 


ned a slippers sont hay De a by 
fan from native city Paris. 
The slippers, of leather, are a bh. Fr. t. 
combination of the Dutch and 
Turkish design. 





beach shoes made entirely of cork which resemble the 
little wooden shoes of Holland. 


* * * 


Ilona Massey, M-G-M player, is another one to wear 
turquoise suede. Hers is a two-piece outfit—a short- 
sleeved blouse and a circular skirt. With it she wears 
a matching suede hat with a long pheasant feather. 


* * * 


Here is a boot story told me by Joel McCrea. He 
has an ancient pair of boots in which an old Alaskan 
prospector put his gold, instead of his feet. “I bought 
the boots up in Alaska nine years ago on my first long 
location trip,” Joel confided. “It was Rex Beach’s 
story ‘The Silver Horde’ and Louis Wolheim and I 
bought up a couple of outfits from an old prospector 
so we -could dress our parts. The prospector told us 
le’d never worn the boots, but he used them to carry 
his gold so he wouldn’t be hijacked. Later he struck 
it rich and retired.” Joel wears the boots whenever a 
picture calls for rough wardrobe. In the picture he is 
now making for Universal, “Youth Takes a Fling,” he 
plays the part of a farm boy and hence the need of 
the boots. 

* * * 

Hollywood’s favorite play shoes this Summer are 
white or natural elk finish leather with thong-sewn 
leather soles and a flat heel. Franciska Gaal, Para- 
mount star now opposite Bing Crosby in “Paris Honey- 
moon,” has over a dozen pairs of these just so she 
[TURN TO PAGE 35, PLEASE] 
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UNRESTRICTED SELECTION OF PLATFORM 
MATERIALS — Platform materials can be selected tor 


cost, flexibility, resiliency, edge character and weight 


e 


SECURE SOLE FASTENING — Both platform and 
outsole are fastened to the shoe by the single opera- 
tion of sole stitching 

MAXIMUM FLEXIBILITY — An inherent factor in 
the lockstitch method of sole attaching 

ECONOMY IN MATERIALS — In selecting platform 
nuterials and widths of bindings definite economies 
ire possible 

EASE OF MANUFACTURE — No necessity for 


speciugl and expensive operations 


All the items described above are out. 
Standing advantages to manufacturers 
who are making platform or beaded 
welt shoes using the 


U/C SOLE STITCHING MACHINE 
— MODEL C 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 








WOMEN GIVE 


MOTIVE POWER 


TO 


RETAIL TRADE 


So States Mark Levy, of Chicago, Recognized 
Authority on Store Locations and Long Term 
Commercial fang, ina age Published by 
the National Taiociatite of Renl Estate Boards 


©6WV OMEN and retail trade are inseparable and retail 
trade is the basis upon which ‘100 per cent’ business 
districts are built,” according to Mark Levy, of 
Chicago, in a survey on business district locations 
published by the National Association of Real Estate 
Boards. Mr. Levy is former chairman of the brokers’ 
division of the organization and a recognized authority 


on store locations and long-term commercial leasing, - 


therefore his observations should be of interest to shoe 
merchants who may wish to analyze their own loca- 
tions. 

“Accurately compiled statistics,” he writes, “disclose 
the fact that women are the actual purchasers or the 
motivating force behind approximately 85 per cent of 
all merchandise sold at retail. This fact is of primary 
importance to retail merchandising organizations.” He 
goes on to give the following as one definition for a 
100 per cent retail district: “A definitely circumscribed 
area in a community where the women do most of the 
shopping.” 

These are his two more conventional definitions: 
“The business section of a community where the great- 
est amount of: retail trade is transacted” and, “that 
spot in a community where a merchant can render the 
greatest service and reap the greatest profit.” 

“The idea which formerly prevailed that the location 
which is passed by the greatest number of pedestrians 
is the most desirable has been dissipated,” Mr. Levy 
says. “Any pedestrian count, to be of value to a pros- 
pective merchandising organization, must be carefully 
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analyzed in the light of the type of pedestrian, his or 
her ultimate destination and, most important, whether 
the pedestrian be man or woman. 

“Not every location in a 100 per cent district is a 
100 per cent location for every type of business. A 
single location may be 100 per cent for a ladies’ ready- 
to-wear store, for example, and might prove to be only 
40 per cent for a men’s store. In the ladies’ group, it 
is usually found that a preference exists for a location 
on the shady side of the street. This preference may be 
laid to the fact that women like to shop leisurely and 
to look in store windows as they pass. Men are not 
essentially ‘window lookers.’ Actually, the average man 
objects to shopping on crowded streets and prefers that 
his stores be located away from heavy female traffic. 


S6WV HEN a business district expands, and a great 
many do, this expansion usually takes place in the 
direction of the heaviest masses of population. This is 
a natural tendency, and, provided it is not too opti- 
mistic and does not locate too far away from the ‘hot’ 
spot, there is a distinct advantage to a store which lo- 
cates between its competitors and the population served. 

“This advantage lies in three elements: first, that 
the store will get ‘first crack’ at the purchasing traffic 
on its way to the other stores; second, that the business 
district will grow up to that location, leaving the stores 
currently in the prime spot somewhat at the ‘tail end’ of 
things, and, third, that the rent for such a location will 
be less than that paid for a store in the ‘hot’ spot.” 
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Dore \ 


Vode Doeskin in 











Chateau Wyiine 


WINE has come into its rightful place as a 
neutral this season, and must be generously 
represented in every well balanced shoe 
stock. Promote it early as an accent color 
for fall woolens in blue, plum and neutral 
colorings, and later with more formal cos- 


tumes in deeper colors and black. 


Vode Doeskin, in Chateau 
Wine, No. 954, is combined 
with matching glazed kid, 
No. 455, in a graceful pump 
with a mudguard treatment, 


designed by Ullman. 


PAO AKD KID. DIVISION 


20 


ALLIED KID COMPANY 


9 South Street, Boston, Massachusetts 





[34] 


JAMES H. STONE, ASSOCIATION 
EXECUTIVE AND 


JAMES H. STONE 


eB AMES HUBBARD STONE, secre- 
tary and manager of the New England 
Shoe and Leather Association, man- 
ager of the annual Boston Shoe Fair, 
and secretary of the Boston Boot and 
Shoe Club, died during the early 
morning of July 9 as he slept in the 
Hotel Astor, New York City, follow- 
ing a vacation cruise which had taken 
him to the Bahamas, Cuba and the 
Florida east coast. 

In the beautiful chapel of St. Igna- 
tius on the campus of Boston College, 
on Tuesday morning of this week lead- 
ers in the shoe and leather industry, 
family friends and relatives gathered 
to attend the solemn high mass of re- 
quiem—their last farewell to a much 
loved associate. And, as the service 
opened, shades were lowered in the 
windows of the Boston offices of mem- 
bers of the three organizations which 
he had served so well as secretary. 
Business ceased for five minutes—a 
tribute without precedent in the his- 
tory of the industry. 

“Jim” Stone, as he was known to 
literally thousands of retailers, manu- 
facturers, wholesalers, tanners and 
members of the allied industries in all 
parts of the country, was born in Bos- 
ton 63 years ago, the son of the late 
Mr. and Mrs. Solon J. Stone, the for- 
mer of whom served in the United 
States Navy during the Civil War. 
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EDITOR 


- PASSES 


Secretary of New England Shoe and Leather Associ- 
ation and Former N.S.R.A. Manager, Dies Suddenly 
Following Vacation Cruise—Industry Leaders Pay 


Tribute to Former Boston Newspaper Man Who Be- 


came Editor and Publisher of Retail Shoe Journal 


“Jim” was educated in the Boston pub- 
lic schools and, after graduating, 
quickly won his spurs as a member 
of the reportorial staff of the Boston 
Herald. Becoming interested in poli- 
tics, he was equally successful, being 
chosen to represent the Seventh Ward 
in the City Council for two terms, fol- 
lowing which he served, also, as a 
member of the Board of Overseers of 
the Poor. 

Jt was while a reporter that he be- 
came acquainted with Oran McCor- 
mick, at that time a publisher in the 
shoe trade field. In this way he en- 
tered the industry which he was never 
afterwards to leave and which he 
served in various important capacities 
with fidelity, ability and high honesty 
until the day of his death. 


Won Recognition as Editor 


Soon after entering the publishing 
industry with Mr. McCormick, he at- 
tracted the attention of the late Fred- 
eric Cutler, then publisher of The Shoe 
Retailer and Shoe and Leather Re- 
porter. Soon thereafter, “Jim” became 
editor of the former publication, con- 
tinuing so to serve until Mr. Cutler’s 
death in 1920, when he became pub- 
lisher, as well as editor. In 1928, hav- 
ing built up for himself an enviable 
reputation as organizer, writer, econo- 
mist and authority on retail merchan- 


dising, he was chocen manager of the 
National Shoe Retailers’ Association, 
a position which he filled with honor 
to himself and credit to the industry 
for five years. 

In 1933, he succeeded the late 
Thomas F. Anderson as secretary and 
manager of the New England Shoe and 
Leather Association, and automatically 
became manager of the Boston Shoe 
Fair and the social organization, the 
Bo:ton Boot and Shoe Club, oldest of 
its kind in the industry. 

Surviving him are his widow; two 
sisters, Miss Elizabeth Stone and Mrs. 
William Geary; several nephews and 
one niece. 

Honorary pallbearers at the chapel 
services were his friends and business 
associates of many years, officers and 
directors of the associations to which 
he had given all his talents. The list 
includes: 

New England Shoe and Leather As- 
sociation—George A. Dempsey, Presi- 
dent, New England Shoe and Leather 
Association; Farmington Shoe Com- 
pany, Dover, N. H.; Charles T. Ca- 
hill, United Shoe Machinery Corp., 
Boston; Eugene L. Wyman, United 
States Leather Co., Boston; George 
Barkin, A. R. Hyde & Sons Co., Cam- 
bridge, Mass.; Harry E. Gardner, 
American Oak Leather Co., Bosion; 

[TURN TO PAGE 51, PLEASE] 
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Fall Street Types 
[CONTINUED FROM PAGE 20] 


and a planned promotion such as 
National Men’s Shoe Week offers a 
fine opportunity to further this useful 
and different pattern. The variety of 
bluchers developed in grains, oil-treated 
leathers, and even in Cordovan and 
wine-colored calf is unprecedented, and 
worthy of consideration when your 
promotional plans are being made. 


CAPTIONS FOR FALL STREET 
TYPES 


Left-Hand Page—Top. 

Full brogue in natural pig. From 
Geo. E. Keith Co. 

Light luggage calf in a heavy-soled 
custom brogue. From J. P Smith Shoe 
Co. 

Pigskin again. This time in a plain- 
toed bal with pinking and perforation 
on the bal line. From Geo. E. Keith Co. 


Left to Right—Lower Photo. 

Stetson Shoe Co. offers this medal- 
lion perforated, wing-tipped brogue in 
the new reddish tan boarded calf. 

Black Norwegian in a heavier type 
custom brogue, with stout leather sole. 
From Freeman Shoe Corp. 

A classic full brogue in shell Cordo- 
van. From Florsheim Shoe Co. 

A custom adaptation with medallion 
perforation, square tip and full exten- 
sion and spade. Also in Cordovan. 
From Freeman Shoe Corp. 


Left to Right—Captions for 
Right-Hand Page. 

Winthrop Shoe Co. makes this 
boarded calf blucher brogue. An in- 
teresting treatment of the quarter car- 
ries fine perforations, set between two 
rows of single stitching. 

Tan Norwegian calf in an interesting 
blucher. From M. A. Packard Co. 

A darker tan boarded calf in a rag- 
lan blucher. From Walter Booth Shoe 
Co. 

Tan Russian calf, classically plain 
with interesting perforated tip and 
circular seam overlay on quarter. From 
Curtis Shoe Co. 


Small Photo. 

A parchment calfskin bal with in- 
teresting tip and a black calfskin 
brogue with large perforations and 
conservative pinking. Both Geo. F. 
Johnson shoes from Endicott-Johnson 
Corp. 


Lower Photo—Left to Right. 

A boarded tan calf in an English 
custom brogue. From W. L. Douglas 
Shoe Co. 

Smooth tan calf in a medallion per- 
forated square tip custom brogue, with 
oa extensions. From Field and Flint 
0. 

Nunn-Bush Shoe Co. offers their in- 
terpretation of a conservatively de- 
tailed brogue in tan calf. 





ers. 

nap—keeps shoes clean. 
where. 

5 Colors— black, brown, gray, 

white, blue. Doz. $3.25; % Gross 

$18.50; Gross $36.00. Postage paid 

on 3 doz. or more, 





Sells for 


25f 


5 Colors — black, 
brown, white, 
blue. .. $1.60. 
Gross $17.80. Postage 
paid on 3 doz, or 
more, 
Packed 
beautiful counter dis- 
play carton. 


* 
* 
* 


3 doz in 





RUBBER BRUSHES * 


World-Famous Successful Cleaner for 


SUEDE, NAP LEATHERS, FABRIC 


Scott's SUPERIOR Handle Brush 


Unequalled for cleaning suede, nap leathers, gabardines 
and fabrics—no liquid—no powder—no chemical clean- 
A few gentle strokes a day removes dirt—restores 
Sold by good dealers every- 


Scott's 
ALL RUBBER Brush 


Easy to carry——fits the purse. 
keeps suedes, nap leathers, 
only a few strokes a day. 
carries a good profit. 
month. 


SCOTT FOOT APPLIANCE CO., 


* 
Sells for 


50f 


DISPLAY 
CARD FREE— 
smart 3-color 
card with easel 
—holds 6 
brushes. 


Easy to use— 
fabrics clean with 
A quick seller that 
Thousands sold every 


OMAHA, NEBR. 











Hollywood Footnotes 


[CONTINUED FROM PAGE 30] 


won’t have to change into any other 
type of play shoe while cleaning or 
sunning processes are in order. A 
Pasadena shoe manufacturer designed 
a special pattern for this star, so all 
her play shoes are of this same type. 


* * & 


Ann Rutherford, now in Metro- 
Goldwyn-Mayer’s “Love Finds Andy 
Hardy,” wears sport shoes of basket- 
weave straw. Toeless, the straw par- 
tially covers the toes and the instep. 
It is embroidered in red, blue and green 
wool flowers. The solid leather heel is 
an inch in height, and from a heel tab, 
straps go around the ankle. P.S.—She 
got barred from sound stages for wear- 
ing those new wooden clogs, hence the 
lighter kinds. 

ok oo ae 

Polished red alligator leather has 
been chosen as a means to high light a 
slate blue tailored suit that Gloria 
Stuart wears in “Meridian 7-1212.” The 
accessories include shoes, a wide, flat 
handbag, belt and sports bracelet all of 
red alligator. The bracelet has silver 
rings for fastenings. Again here is a 
tip to sweeten up the hosiery and bag 
counter. You’re welcome. 

a * * 


The world’s most famous “bunny 


shoes” have reappeared on the set of 
“The Lady and the Cowboy” at the 
Samuel Goldwyn studios, for there I 
saw the familiar pedal adornments 
which are the property of Merle 
Oberon. These slippers have been worn 
by the star ever since she made her 
debut in American films three years 
ago, being always on her feet when 
they are out of range of the camera. 
Especially designed for her, these 
slippers are made with low heels, lined 
and trimmed in soft rabbit fur. Miss 
Oberon insists they are the world’s 
most comfortable footwear. 


* * & 


A new problem in matching clothes 
is about to arise, according to Milo 
Anderson, Warner Bros. designer, who 
foresees a definite trend toward match- 
ing shoes and hose to one neutral 
shade. 

ok %* * 

And now white kidskin makes its 
bow to the world of millinery. Lynne 
Carver, M-G-M actress, appeared in 
the Brown Derby wearing a smart 
tailored suit of white woolen. Her hat, 
of white kidskin, was fashioned gaucho 
style with a high crown and dipped 
brim. Her other accessories were also 
of white kidskin. 





ey. sling Steps 


ON MOHAWh 
LEAD TO THE 
SALE! 


In @ shoe store all eyes look DOWN... 
where Mohawk’s rich patterns frame your 
smartest shoes. And Mohawk’s lawn-soft 
pile silently persuades testing feet that 
yours are the shoes they're looking for! 
Priced to nieet the budget of every shoe 
store, every foot of Mohawk carpeting is 
built to weather the heaviest store traffic. 
Call or write the nearest Mohawk Office 
and learn how simple it is to get the 


right carpet ot the right price for you! 


| The empet cact'as « Soriguend 
ig Sage eS omg mag 
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Sturdy Shoes for Fall Wear 


A shoe in the heavier classification by Wall-Streeter 
Shoe Company. Tan calfskin with medallion perfor- 
ated straight tip, and extra heavy full sole. 





U. S. Provides Retail 
Vocational Aid 


WasHincton—Representatives of retail trade organi- 
zations and State vocational education authorities, 
called to Washington by the Commissioner of Educa- 
tion to help draft administrative standards under the 
George-Deen law, were told at a two-day. conference 
(July 1 and 2) that only four States, Alaska and the 
District of Columbia, have yet to submit plans under 
which vocational education through Federal aid will 
be available for the first time to distributing trades 
employees. 

States which have not submitted plans to the Office 
of Education for approval include Maine, New Mexico, 
Vermont and Washington. All other States have had 
their individual plans approved. Approval of State 
supervisors and teacher trainers, a requirement laid 
down under the law in view of Federal pariicipation, 
has been extended to 21 States by the Office of Edu- 
cation. 

In addition to vocational education directors from 
various States, attending the conference were repre- 
sentatives of the American Retail Federation, the Na- 
tional Retail Dry Goods Association and the Medium 
Price Variety Stores, two delegates from the Commerce 
Department and recognized leaders in the field of busi- 
ness education. 

B. Frank Kyker, Special Agent for the Distributive 
Education Division, said the conference was called by 
the Office of Education to solicit the advice of inter 
ested persons on the qualifications of personnel to 
supervise and administer the program in the States 
and on the specific nature of the training to be offered 
workers in distributive occupations. It was indicated 
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that a general conference may be called within two 
months to further advise officials on all phases of the 
George-Deen law. 

To what extent employees of shoe and other retail 
and wholesale stores have taken advantage of the 
courses offered thus far will not be known until early 
in September, according to Mr. Kyker. At that time, 
information due in Washington is expected to show 
the number of classes made possible through Federal 
aid, types of courses offered, enrollment figures and 
other information. 

Under the plan previously outlined by the Office of 
Education, any person in a distributive occupation, 
involving contact with customers, will be eligible to 
enroll in a part-time class if not less than 14 years of 
age, or in an evening class if not less than 16 years 
of age. Classes organized will attempt to meet the 
needs of these general occupational levels in the dis- 
tribution field: 

Managers and operators; sales managers, branch 
managers and local representatives; department heads, 
supervisors, etc.; purchasing agents and buyers; sales- 
people, sales agents and buyers; store service workers 
contacting the public; delivery men or driver sales- 
men; and other miscellaneous workers. 

Retailers anxious to obtain additional information 


should write to the vocational education division of 


their State education departments. 

Congress appropriated $1,200,000 under the program 
for allocation to the States over a one-year period. For 
every dollar advanced by the Federal Government— 
the proportion is based on the population—the States 
will be required to put up 50 cents, but that ratio will 
be hiked 10 per cent each year until 1946, at which 
time the States will have to match Federal funds dollar 
for dollar. 


The Editor’s Outlook 


[CONTINUED FROM PAGE 26] 


territory, and we value the confidence reposed in us. 

“We believe most of these intelligent people are 
‘fed up’ with cheap, inferior, poor-fitting footwear. 
They are demanding shoes that FIT their feet with the 
utmost comfort—shoes that wear honestly and hold 
their shape. They have discovered that buying ‘cheap’ 
shoes is as foolish as trying to stop the clock to save 
time—that the BEST shoes are the cheapest in the 
LONG RUN—and that it does pay to take care of your 
feet. 

“Because we believe in PROGRESS and in the 
FUTURE of this community, we are happy to invest 
in still greater improvements and in still better service 
for the BENEFIT of our patrons. 

“Our newly remodelled store—TWO ENTIRE 
FLOORS OF QUALITY FOOTWEAR for Men, 
Women, and Children, is proof of our SINCERE AP- 
PRECIATION OF YOUR LOYAL SUPPORT.” 











appet lloper 


Well, N. Hess’ Sons, Baltimore did and here's 
how. A cantankerous customer entered the store 
and berated the world in general, shoes in par- 
ticular. 

“Life has swept me off my feet'’ cried he, ‘I've 
a yen to go places but can 't take a comfortable 
step in the right direction.” 

After this oral outburst, a retail salesman fit- 
ted him heel to ball in Wright Arch Preservers. 
Again on his feet, the customer first moved gin- 
gerly, then pranced around in great style. 

Hf hey don't hurt now, but I'll go out and walk 
the comfort 3 of them,” was his retort. Two 
hours later in he popped again, ‘I've been go- 
ing it steadily and still I they don’t hurt. But we'll 
see, we'll see. 

Just ten minutes before closing he was back 
again. “A miracle has happened. Believe me 
I'll never be without these snappy Wright Arch 
Preserver Shoes.” 

And this is how the comfort story of these 
fashionable shoes gets around from foot to mouth. 
Precision built with 27 extra manufacturing op- 
erations, possessing four exclusive foot-health 
features, Wright Arch Preservers provide a sales 
story found in no other smart shoe. Better get off 
a note today for complete information on our 
special franchise. 
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Sales of Independent Shoe Stores in May 


Current Statistical Service. 
Commerce 


Number 
% Firms 
eport- 


From 
May, 


States by wey 


Percentage Change 


Bureau of Foreign & Domestic 


Sales Reported 
Thousands of Dollars 


From 
Apr., 
1938 


May, May, Apr., 
mow oat 1988 


Number of Firms Showing 
Change.in Sales 








; ‘From May, 1937 
© 


From Apr., 1938 


Increase 
Decrease 
Less than 
1% Chang 
Increase 
Decrease 
Less than 
1% Change 





Middle Atlantic 
New Jersey 
New York 





Pennsylvania 
East North Central ... 





Oh 
Wisconsin ‘ ses 
West North Central ... 























Total adjusted for the 
. number of working 


Los 
St. Louis 


825.5 
63.6 


266.7 
53.9 : 
213.6 


154.3 





San Francisco 


~e Insufficient data. 
—No data. 





N. E. Led Country in 
May Shoe Production 


Boston, Mass.—The New England 
shoes states led the country in produc- 
tion during May with an output of 12,- 
133,173 pairs, an increase of 3 per cent 
from May, 1937, as compared to a re- 
duction of 15 per cent registered in 
all states during that month, accord- 
ing to an analysis prepared by the New 
England Shoe and Leather Association, 


based on the shoe production release 
of the U. S. Bureau of the Census. 


Massachusetts First Among States 


Massachusetts led all other states 
with an output of 6,308,909 pairs, fol- 
lowed by New York with a total pro- 
duction of 5,390,993 pairs. Shoe out- 
put for Massachusetts represented @ 
decline of 10 per cent from the same 
month a year ago. Output in Maine, 
on the other hand, showed a gain of 


31 per cent over production in May, 
1937, while the gain for New Hamp- 
shire equalled 16.5 per cent in this 
period. 

For the five months period, January 
through May, the New England shoe 
states produced 60,693,597 pairs, or 10 
million pairs less than in the same 
period a year ago. Losses made in 
this period by the ind‘vidual states 
were 21 per cent for Massachusetts, 5 
for New Hampshire and 7 per cent 
for Maine. 
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“B”’ an Orange and 
brown design — buff 
board—price in black 


PRICE TICKETS 


Attractively hand lettered in 
popular price denominations, 








a Samples availab 
6 Doz.—$1.10, 12 Doz.—$2.00 
With Store Name Imprinted 

100 tlek -00 

ti 00 
Cheek with order please, un- 

less C.0.D. preferred. 

DISPLAY CARDS 
Each month, i“ informative 
and foreeful selling messages 


on appropriately designed 
cards. 





Color Fall Windows 


with Decorative 
Display Cards 
and Price Tickets 





nn 





Detailed Informa- 











tion on Month- £ 
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Your Request. fr 
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Plan for a Profitable 
Men’s Shoe Season 


[CONTINUED FROM PAGE 21] 


stimulus. To the younger group of 
men, the sales appeal will naturally be 
down the line of style. Advertising 
and window displays will show the 
new, distinctive models for Fall and 
point out the need for various types of 
shoes to be worn with different kinds 
of suits and for different occasions. 
Many stores will emphasize the idea of 
a men’s shoe wardrobe, as recommended 
at the Fall Styles Conference held in 
New York last April. The importance 
of being correctly shod from the stand- 
point of a good appearance, and its 
bearing on success in business and 
social life, is an argument that should 
appeal to every man, both young and 
old. 

Too many men, especially in the older 
group, are likely to be careless and in- 
different about their personal appear- 
ance, but even for these men, National 
Men’s Shoe Week holds a message. 
September brings cooler weather and 
rains days. If only from the stand- 
point of health and comfort, every man 
needs to replenish his shoe wardrobe at 
this season of the year. The older gen- 
eration of shoe merchants can recall 
the time when high cut shoes were in 
demand for Fall and Winter wear, and 
Most men expected to buy a new pair 


of Fall shoes in September as surely as 
they discarded their straw hats on La- 
bor Day. Undoubtedly the men’s shoe 
business lost an important sales argu- 
ment when the oxford became an all- 
year proposition. 

To compensate for that loss of pairs, 
some sort of definite men’s shoe pro- 
motion is necessary at the beginning of 
the Fall. National Men’s Shoe Week 
can be made to serve the purpose if all 
shoe men, everywhere, will co-operate 
in the promotion of Fall types of shoes, 
distinctly different from the shoes they 
have been selling during the Summer 
months. This seasonal distinction be- 
tween Summer and Autumn types is 
important if volume of business is to 
be mainta’ned on a proper balance over 
the year, and advertising should empha- 
size the fact that September calls for 
shoes designed expressly to meet the 
requirements of Fall weather and the 
new Fall styles in men’s apparel. Men 
should be made so conscious of this dis- 
tinction between Summer and Fall 
shoes that they will be genuinely 
ashamed to appear in Summer shoes 
after Men’s Shoe Week, as they would 
be to appear in a straw hat in late 
September. 

Thus National Men’s Shoe Week 
should stimulate September business 
all along the line, and not only in shoes 
but in specialties such as rubber foot- 
wear and men’s slippers, both of which 
can be aided by well planned promotion. 


Men’s slipper windows for Father’s 
Day demonstrated conclusively in a 
number of cities that business can be 
developed by bringing the merchan- 
dise forcibly to the attention of cus- 
tomers through visual displays. It is a 
characteristic of male customers that 
they never think to go shopping for 
many of the things they really need, 
but that they respond readily to 
the silent sales suggestion conveyed 
through an effect've window display. 

The design illustrated at the begin- 
ning of this article represents a post- 
erette which many manufacturers and 
merchants are using in their National 
Men’s Shoe Week publicity. It can be 
blown up and reproduced in color if so 
desired to produce an attractive window 
card or background poster for your 
National Men’s Shoe Week window dis- 
play. 

Definite and practical suggestions for 
the promotion of National Men’s Shoe 
Week are published elsewhere in this 
issue and other suggestions appeared in 
the RECORDER of June 18th. More pro- 
motional ideas will be published in 
other issues between now and Septem- 
ber 10th. Co-operative community 
promotions are especially desirable, for 
they focus the attention: of all shoe 
merchants in a town on men’s shoes 
at the same time and thereby com- 
mand the attention of the public much 
more effectively than could the in- 


[TURN TO PAGE 44, PLEASE] 











LEVATOR FOOT 


... the toughest test of accurate sorting 


Sometimes the arch of one shoe will fall 
before the other—its collapse being helped 
along by the fact that its support from the 
sole has weakened. But the difference in 
wear people put on their two feet is great 
enough by itself without having the 


strength of the soles vary, too. 


But Fibre-Sorting 
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Take the sole at the left. Polarized light 
passed through a plastic model of a sole 
shows the strain lines set up by flexing. 
Now compare those strain lines with the 
ones in the other picture. One of those 
soles is going to give way before the other. 


insures EQUAL serviceability from soles 


England Walton sorters match 


fibre structures muchcloserthanthat 


—so that the photo elastic pictures 
would show closely similar strain 
lines — and actual service would 
show equal arch support, equal 
support for the uppers, equal flex- 
ibility, more even resistance to wear. 

England Walton sorters have been 


trained in the knack of matching 
soles by fibre. You might almost 
say they have developed “X-ray 
eyes” to be able to tell, by looking 
at the surface, what the structure 
is like inside. 

It pays shoe manufacturers to in- 
sist upon England Walton’s fibre- 
sorted soles... and shoe retailers 


have an extra talking point when 
they know the shoes have England 
Walton fibre-sorted soles. 

More information in a new book- 
let. Drop us a line. 


ENGLAND WALTON DIVISION 
A. C. Lawrence Leather Company 


Philadelphia New York Chicago San Francisco 
Ashland St.Louis Milwaukee 


ENGLAND WALTON Jéec/od 





CUT SOLES anp 


SOLE LEATHER «x 


PURE OAK BARK TANNED 
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oe news, 


THIS 


Saturday. July 16, 


1938 


WEEK IN THE SHOE TRADE 


National News 





Black in the Lead for Early Fall 


One Store Estimates as High as 75 Per Cent of First Fall Purchases 
to Be Black, Followed by Browns of Various Casts—Stepin 
to Be Emphasized by Majority of Retailers 


NEw YorK—The stepin is a pattern 
upon which much emphasis will be put 
next season, in the opinion of New 
York shoe buyers. As F. J. Pike, of 
Arnold Constable’s better shoe depart- 
ment, put it, a stepin will usually out- 
sell a pump or an oxford. Stepins are 
expected to be high cut—but not quite 
so high as those which were shown last 
year. This does not mean that they will 
be low. A modification of last year’s 
line is expected. Oxfords, for the most 
part, are not viewed with much en- 
thusiasm. Many theories are advanced 
as the reasons for this, one being that 
an oxford is not so flattering to the 
foot as is a stepin, and another that 
women prefer not to be bothered with 
shoe adjustments, when it is possible to 
get a shoe without them which looks 
just as well on the foot. Trimmed 
pumps were mentioned by most of the 
buyers interviewed as having impor- 
tance. 

Trimming details will be of great 
importance next season, it was re- 
ported. Lacings, both real lacing and 
imitation, mudguards, imitation plat- 
forms, camisole tops, and a little sole 
interest were mentioned as factors to 
be watched. Real platforms and ex- 
aggerated heel treatments will be han- 
dled with discretion by the majority 
of buyers. Most of the stores will have 
them in some form. but merely as 
brighteners for the stock, and to at- 
tract the attention of the customers. 
That it is necessary to have them in 
stock for calls which will come in now 
and then was the accepted view, but 
that these shoes involve risk when 
stocked in any volume was also the pre- 
vailing opinion. One store mentioned 
the fact that they are good for very 
early special promotion, when they 
draw attention to the store, and get it 
talked about. The square toe, square 
heel treatment, however, was sanc- 
tioned by most of the buyers visited, 
as being in good taste, and possessing 
possibilities for a substantial demand. 

Comments from the buyers as to the 
points which make or break a sale, 
aside from having the right style in the 
right color, were illuminating. Sales- 





DATES TO REMEMBER 


Monthly Shoe Buyers Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, IIl.. .July 25, 26, 1938 


Buffalo Shoe Travelers Association, 
Shoe Show, Hotel Statler, Buffalo, 
N. Y July 31, August 1, 1938 


Official Leather Opening, Tanners’ 
Council of America, and N.S.R.A. 
Style Conference for Spring, Wal- 
dorf-Astoria Hotel, New York 

September 12, 13, 1938 


20th Annual Convention, New York 
State Shoe Retailers’ Association, 
Hotel Onondaga, Syracuse, N. Y. 
September 18, 19, 20, 1938 


National Industrial Stores Association. 
12th Annual Convention, Hotel 
Netherland-Plaza, Cincinnati, Ohio 

September 19, 20, 21, 1938 


National Shoe Fair, Hotel Stevens, 
Chicago, Ill.....January 3, 4, 5, 6, 1939 


Joint Convention, Southwestern Shoe 
Travelers Association and Texas- 
Oklahoma Shoe Retailers’ Associa- 
tion, Gunter Hotel, San Antonio, 

January 15, 16, 17, 18, 1939 





manship was advanced by Mr. Fitz- 
Harris of McCreery’s as being of prime 
importance. He emphasized the fact 
that details such as leather, trimming, 
ete., are not highly important to the 
customer. If the shoe fits well, and the 
style is right, salesmanship is what 
counts—in the way the shoe is pre- 
sented to the customer and the method 
in which the sale is conducted. Re- 
tailers, he remarked, are prone to give 
more importance to details such as 
those mentioned above, but that is be- 
cause they must watch them for trends. 

Another interesting comment was 
made by Tom Meath of Hanan & Son. 
He compared retailing of years ‘ago, 
when a buyer bought all or most of his 
shoes from one manufacturer, with 
retailing of the present day, when the 
buyer must stock 40 or 50 lines in 
order to cover the different styles 
shown by different manufacturers. “We 

[TURN TO PAGE 46, PLEASE] 


May Production Down 





PRODUCTION OF BOOTS, SHOES, AND | 
SLIPPERS, OTHER THAN RUBBER 


May ese 











Washington, D. C.—Statistics on the 
production of boots, shoes and slippers, 
other than rubber, for May, 1938, re- 
leased by the Bureau of the Census, De- 
partment of Commerce, indicates a de- 
crease of 9.5 ner cent from April, 1938, 
and of 14.7 per cent from May, 1937. 
Total production for the five-month 
period, January to May, inclusive, sho-rs 
a decrease of 21.3 per cent or 42,382,- 
606 pairs. 

In the same period, men’s dress shoes 
showed a decrease of 24.7 per cent or 
9,251,327 pairs; men’s work shoes, 32.6 
per cent or 3,906,933 pairs; women’s 
shoes, 10.3 per cent or 7,237,914 pairs; 
youths’ and boys’ shoes, 29.2 per cent 
or 2,460,330 pairs; misses’ and chil- 
dren’s shoes, 23.1 per cent or 4,789,230 
pairs, and infants’ shoes, 20.9 per cent 

or 2,344,007 pairs. 





Billy Hootkins Leaves 
Hospital 


BELOIT, Wis.—Billy Hootkins, well- 
known representative of the Freeman 
Shoe Corp. in Texas and Oklahoma, has 
left the hospital where he has been 
convalescing for the past six weeks, 
and is going to California for a rest-up. 

Johnny Tobias, from the factory, has 
proven his sterling worth by stepping 
into the breach for Billy and covering 
his territory with such distinction that 
Billy’s record at the top of the list. 
emong the three best, still holds. Johnny 
Tobias has never covered that terri- 
tory before, but he was among friends 
of the house and Billy Hootkins. 








Good materials mean good workman- 
ship. Ask for processed fabrics made 
from Buck Creek Flannels. Their ten- 
sile strength is greater —their even 
nap takes a smoother coating. Com- 
biners have consulted us on their fab- 
ric problems for 25 — Let our 
experience be your advantage. 


SELLING AGENTS: 


1W.Volentine bs 


40 WORTH STREET, NEW YORK, N. Y. 
NEW ENGLAND REPRESENTATIVE: 


JOSEPH S. CALIGA 
10 HIGH STREET, BOSTON, MASS. 

















Mexican Woven Shoes Active 


Los ANGELES, CALIF.—Martin Lee, 
back from an extended trip through 
the East in the interests of his Mexi- 
can woven shoe business, finds a de- 
cidedly growing interest in this type of 
merchandise along the Atlantic sea- 
board cities. Along in the early Sum- 
mer, the East was lukewarm toward 
the woven shoes, but now the larger 
operators have experienced a most de- 
cided favorable reaction toward these 
shoes and they are placing many large 
orders. Mr. Lee finds a decided con- 
viction in the East that the woven shoe 
business will continue right through 
the Fall, due to the use of these shoes 
for sports and for home wear, a sales 
condition that the Pacific Coast re- 
tailers have experienced for the past 
two years. 


Buffalo Shoe Retailers 
Incorporated 


BUFFALO, N. Y.— Incorporation 
papers have been received by the Buf- 
falo Shoe Retailers Association, which 
now can add the abbreviation “Inc.” to 
its title. The step is in accordance with 
the trend in trade associations. The 
incorporators appearing on the official 
papers are three well-known shoe re- 
tailers: Ollie La Reau, 65 Grant St.; 
Clarence I. Lanich, 841 Tonawanda St., 
and Michael Santercole, 773 East Dela- 
van Ave. 
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_ Windows for Men’s Shoe Week 


[CONTINUED FROM PAGE 25] 


tion between the display men of the 
participating stores, to give the dis- 
plays a publicity build-up that will at- 
tract the attention and active interest 
of both men and women—and get the 
whole town talking and thinking a 
lot about men’s shoes and the ward- 
robe idea. 

Plans should be made for certificates 
of award for stores having the best 
windows, and cash prizes for the dis- 
play men who create the ideas and do 
the actual work. Then arrange to have 
all windows closed Thursday morning 
(Sept. 8) with a sign reading: 

Closed to install special display for 
National Men’s Shoe Week 
Open Friday Evening at Eight O’Clock 
Be sure to see this display 
and those of other stores and 
VOTE FOR THE WINDOW 
YOU THINK IS BEST! 

In your newspaper advertising play 
up the contest idea, and invite the 
public to see the windows on Friday 
evening, and have ballots prepared on 
which the voter designates his or her 
choice, together with the name and 
address of the voter. Have ballot boxes 
in the entrances of each store (or just 
inside the door if stores keep open 
house). If the stores are closed, have 
a watcher for each ballot box to pre- 
vent youngsters from fooling around, 
and to encourage the voting by others. 

The displays in the window and in 
the store should dramatize the “correct 
shoe for the occasion” theme. A very 
effective setting would be background 
pictures or cut-outs of the Roman, the 
swashbuckler, the colonial in colors 
with an enlargement of the blue-and- 
red Men’s Shoe Week sticker. With 
various shoe groups show illustrations 
of the correct costume combinations. 
Men’s magazines are a source for these 
illustrations. 


Shoes Worth $60,000 











Miss Atlantic City, eighteen-year-old Char- 

lotte Velez, wears slippers set with 480 

diamonds on the Steel Pier. Specially de- 

signed by Daoud Brothers and makers of 
Red Cross Shoes 


The sketches show typical Fall-color 
backgrounds using natural and arti- 
ficial Fall leaves and cut-outs in leaf 
colors, tan, light brown, dark brown, 
and dark green, with splashes of 
orange. This type of display is easier 
to design and install than the more 
elaborate ones. By watching the group- 
ing of the shoes, the display can be 
made interesting and _ informative, 
though simple and inexpensive. 

The interior display should also 
group the shoes according to the five 
general clothing types. They can be 
arranged on tables, racks, or even open 
shelves. Be sure to use appropriate 
decorations and plenty of the colored 
stickers, or reproductions of the de- 
sign. The Fall leaf colors will provide 
very effective contrast for the bright 
blue and crimson of the stickers. 

Be sure your salespeople are in- 
formed and enthusiastic. At a general 
meeting, whether you have one sales- 
man or many, give an analysis of the 
various shoes and the group types into 
which they classify. Tell where and 
with what they should be worn, with 
pictures, sketches and sample swatches 
to show the character, color and style 
of the clothes. The information on 
cards will-help both salesmen and cus- 
tomers. 

“When,” “where,” and “why” the 
shoes should be worn can be featured 
on show cards in the windows and in 
the store with further suggestions, 
such as: 

For Business Choose—Brown or 
black shoes, according to the suit color. 
They may have wing or straight tips, 
and be in smooth or grain leathers, 
sturdy but not too sporty looking. 

For Dress-Up Choose—Shoes that go 
with dark, conservative clothes, for im- 
portant business dates, church and 
similar occasions. Generally black, but 
a dark brown may be permissible for 
certain business meetings. 

For Holiday or Leisure Choose— 
Semi-sports shoes that go with tweeds, 
cheviots and homespun. Generally the 
heavier brogue types in brown, with 
some black. 

For Formal Wear Choose — Black 
patent or soft calf oxfords with the 
tuxedo, and patent pumps with tails. 

For Sports Choose—Shoes that go 
with sports backs and bold patterns and 
colorful combinations in clothes—shoes 
that are colorful and comfortable, ap- 
propriate to your game. 

With this as a starter, you can go 
ahead and build up a regular chart of 
information regarding the styles of 
shoes you carry. If you have someone 
who is thoroughly informed and can 
give correct answers to shoe style ques- 
tions, invite men to ask questions in 
person or by mail or phone whenever 
they are perplexed. 

Through increasing men’s interest in 
shoes, business can be lifted above the 
replacement basis. 
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Shoes That Will Sparkle 


[CONTINUED FROM PAGE 23] 


tintables in satins, failles, white bro- 
cades and crepes, including jacquards. 


Second, gold and silver k‘d. 
The importance of the tintable fab- 
rics seems to be about the same as in > 


other years. Gold and silver kid, how- 
ever, appear to be increasingly impor- ° 

tant, especially when combined in one the Details eee 
shoe as in the accompanying sketch. 


Such a shoe is both smart and exceed- 
ingly practical. When considered sep- 


arately, s:lver promises to be more im- 
portant than usual this season, prob- 
ably due to the number of dresses in 


pastel blues, pinks and mauves. 


Some mesh is seen in every line, gold i 
mesh usually trimmed with gold kid the Sleek Fit 
and silver with silver. Some fabrics 
have also been combined with mesh, as, : . 
for example, the satin and mesh pump eee the Trim Lines 
illustrated above. 

In view of the vogue for woolen din- 
ner dresses, doesk’n dinner shoes should 
be unusually smart. There are a num- 
ber on the market, very simple in pat- 
tern and treatment, some with high 
molded fronts, the only trimming a lit- 
tle gold piping or thong lacing in the 
new twisted treatment. \ 

In pattern treatments the platform 
sole continues to be the leading idea. 
Half an inch in most cases is the 
thickest sole, although a few manufac- 
turers are !ntroducing the very thick 
padded sole, several inches in height, 
shown first in Paris this Spring. (See 
the June 8th issue of the RECORDER.) 


These thick soles, heavily studded, were ‘ 
made by one or two manufacturers for add showmanship 
their Summer line. As pointed out in 1 . . 
a recent article on the platform in the to your Fall Shoe Displays 
RECORDER, this sole offers an entirely 
ee Poa = _— Beene Fau shoes are different . . . more exciting 
platform on a brocade shoe. than ever. Customers want to know — “how will they look on my feet?” 

This quarter or half inch sole is pro- And Fairy Forms show them — alluringly, intelligently, accurately. 
viding a new way of raising the heel ’ 
without increasing the pitch of the FAIRY FORMS bring out the trim lines, the sleek fit, the important 
axee The average heel height is 2% style details. They show how the new ‘dressmaker details’ do not add 
with a few as low as 1%, and a few pe a 
as high as 2%. These last, however, to the bulk of the shoe. They show the daring ‘wedge heels” and 
are on platform soles and so are “platform soles” do not raise the foot to awkward heights. And how 
actually 2/8 to 4/8 lower than the 
height given here. Among novelties 
some heels of composition resembling to the flesh tints of sheer hose. 
glass are on the market. 

“Flats” are limited in volume but 


the new vogue for “two and three leathers” gives an exciting contrast 


In fact, Fairy Forms tell the fall story more completely than you can 
strike exactly the right classic note tell it in words. Order them now for your first “back to school’’ pro- 
with a flowing draped evening gown. 


In looking over the market, the w'se 
buyer will remember to consider his jobber, or write for Catalog No. TO SHOE MANUFACTURERS— 


shoes in relation to trends in evening 53 which shows our complete Help your dealers to display your shoes 


motions. Ask your display form 


clothes. What we have discussed here to their best advantages. Write today 
are basic ideas. As the season ad- for full details about our new coopera- 
vances and more patterns are added to Dept. BS-7. tive plan. 

every line, the retailer will be able to 


supplement his stock with types to fit SHOE FORM CO. Inc., Auburn, N. Y. 


line of display forms. Address 


in with the developing p‘cture in eve- 
ning gowns. 




















Children's Shoes 
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edicra 
SHOES 


HAND LASTED 
CHILDREN’S SHOES 
Finest Quality 


PEDICRAFT SHOES—Swanson & Ritner Sts., 
Philadelphia 
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Children's Footwear 


A OE Oe EP 


Mond! Zipper Bootee 
Fast Selling - - Profitable! 
for Children and Misses 


Ne. 781—For Children. Sizes 
6-10. Kid with Patent Leath- 
er, Wombat, or Electrified 
Sheepskin Cuffs. Oak Leather 
Sole (very flexible). Colors: 
Red, Blue, Brown or Green. 
No. 782—Same for Misses. 
Sizes 11-3. 
No. 881—For Children. Sizes 
. Sheepskin with Wombat 

Collar. Oak Leather Sole 

(very flexible). 

No. 882 — Same for Misses. 
In-Stock Sizes 11-3. 


Samples and prices on request 
MONDL MFG. CO. 
Oshkosh, Wis. 
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Store Fixtures 
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‘SHOE STORE EQUIPMENT 


Chromstee/ FURNITURE 


wrt , 
Howell Chromsteel gives you these 
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Write for catalog of Shoe Store Equipment 


HOWELL 


ST. CHARLES, ILL 
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To Counsel Retailers 
On Shoe Fashion Problems 


New YorK—Miss Pauline S. Mor- 
gan, stylist and advertising manager 
for the past ten years for Amalga- 
mated Leather Companies, Inc., of 
Wilmington, Del., and New York, has 































MISS PAULINE MORGAN 


resigned that position to open her own 
office at 250 Park Avenue, New York. 
Miss Morgan will act as fashion coun- 
sellor to out-of-town shoe retailers. 
Miss Morgan has a wide acquain- 
tance among shoe merchants through- 
out the country, having frequently ap- 
peared on the programs of shoe con- 
ventions and style meetings from 
coast to coast. She has a background 
of experience covering all phases of 
shoe styling and related subjects, as 
well as shoe merchandising, advertis- 
ing and promotion. With such an ex- 
tensive knowledge and experience, she 
is admirably qualified to carry on the 
work in which she has engaged of 
informing and advising retailers in 
connection with their fashion problems. 





A. R. Darois Joins 
Best Shoe Co. 


Boston, Mass.—Arthur R. Darois, 
who for the past ten years was sales 
representative covering the South for 
Ault-Williamson, is now located with 
the Best Shoe Company, Boston, Mass. 

He has been assigned to the territory 
of North and South Carolina, Georgia, 
and Florida. From his long associa- 
tion with the trade in this particular 
section, residing as he does in Charlotte, 
North Carolina, he has a_ well-estab- 
lished and profitable following. 

Mr. Daro’'s is now in his territory 
showing his new line of women’s nov- 
elty shoes. He is optimistic and feels 
assured that he has just what his par- 
ticular trade wants and can sell with 
profit and with satisfaction to the con- 
sumer. 
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STOCK NO. 562 


Today’s Babies 
Are 
Tomorrow’s Customers 


Many thousands of them, wearing 
Mrs. Day's Ideal baby shoes, are 
—as they grow up—logical pros- 
pects for Flexible Hard Soles (2-8) 
by the same manufacturer. These 
babies represent a powerful ready- 
made market to alert merchan- 
disers of juvenile footwear, for 
which Mrs. Day's specialized line 
of little shoes is “open sesame.” 


MRS. DAY’S 
IDEAL BABY SHOE CO. 


DANVERS, MASS. 


Manufacturers of Fabric—Cushion—Soft Sole— 
Intermediate and 
HARD 


FLEXIBLE sos 








Viney Named Manager 


MapIson, W1s.—Marvel C. Viney, as- 
sociated with the Arenz Shoe Co. for 
the last seven years, has been named 
manager of the firm’s local store at 
225 State St. 





Plan for a Profitable 


Men’s Shoe Season 
[CONTINUED FROM PAGE 39] 


dividual efforts of various retailers 
operating each in his own way. 

With the government spending pro- 
gram well under way by Fall, w:th 
the signs of business recovery already 
in evidence and with the prospect for 
re-employment of hundreds of thous- 
ands of men throughout the country, 
there is every reason to anticipate a 
marked improvement in the volume of 
men’s shoe business. This improve- 
ment will materialize naturally, in some 
measure, regardless of the efforts of 
the shoe men. With a united industry 
behind the movement, however, the up- 
swing in men’s shoe business can be 
accelerated and increased. What the 
men’s shoe business needs more than 
anything else is something to start the 
ball rolling and supply the initial mo- 
mentum. And that is precisely the 
contribution Nat'onal Men’s_ Shoe 
Week can make to the important ob- 
jective of Getting More Men’s Shoe: 
Sold Right in this coming Fall season. 
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sek .¢ 


es Sensational F all Shoe Promotion 


Vicki Lester, featured RKO-Radio Pictures player, met Mr. Lingg at the Los 
Angeles Airport and was fitted with several pairs of the new Fall shoe fashions 
which Mr. Lingg brought with him to the Coast. 


Los ANGELES, CALIF.—A very clever 
and resultful bit of publicity, designed 
to show the public that Laird, Schober 
Co., Inc., is a fast-moving organization, 
and that Wetherby-Kayser, their local 
retailer, is equally alert, was promoted 
here during the recent visit of Joseph 
P. Lingg, Laird, Schober sales repre- 
sentative. 

More than 15,000 letters were air- 
mailed to a selected list of Wetherby- 
Keyser shoe customers from Dallas, 
Texas. These letters, written on Amer- 
ican Airlines’ stationery, were said to 
‘constitute the largest individual mail- 
ing of air letters in the history of the 
postal service. 

The letters were enough to throng 
the store during the three days of the 
showing. They explained how Mr. 
Lingg was flying to Los Angeles with 
the first Fall styles by Laird, Schober, 
many of them from the Paris studios 
of Madame Schiaparelli. A private 
showing of these advanced fashions 
was given the Hollywood motion pic- 
ture fashion editors as the Laird, 
Schober management was most anxious 
to get Hollywood’s reaction to this 
presentation. 

Much credit for the success of this 
promotion goes to Walden Kennedy, 
director of publicity for the Wetherby- 


Edison Bros. Sales Gain 
for 6-Month Period 


St. Louis, Mo.—Edison Bros. Stores, 
Inc., report an increase of 2.73 per 
cent in sales for the first six months 
of 1938, as compared to the correspond- 
ing period last year. Sales for the 
semi-annual period ending June 30, 
amounted to $12,101,627, an increase of 


$322,163 over the like period in 1937. 

Sales for June, 1938, showed a slight 
decrease of .81 per cent over the same 
month last year. 


Guarantee Shoe Co. to Move 


BIRMINGHAM, ALA.—The Guarantee 
Shoe Company has taken a 10-year 
lease on the three-story building at 
1923 Third Avenue, North, beginning 
Jan. 1, at a rental which, it is said, 
will exceed $100,000. 

Before moving into the new location 
the building will be remodeled, exten- 
sive repairs made and a modernistic 
front put in at an estimated cost of 
more than $23,000. 

The Guarantee Shoe Company, one 
of the oldest shoe concerns in the State, 
was established here in 1902 and has 
operated continuously under the same 
name. Joe Goldstein, president of the 
company, also owns several other shoe 
stores in Alabama cities. 


New Leather Company 
Leases Tannery 


Boston, Mass.—The Wilmington, 
Delaware, tannery, formerly occupied 
by the Specialty Division of the Allied 
Kid Company, has been leased by the 
newly-organized Delaware Kid Manu- 
facturing Company, of Wilmington and 
Boston. This company will manufac- 
ture for the Dimond Kid Co., Inc., of 
Boston, tanning a full line of glazed 
kid and suede kid leathers. I. Dimond 
is president and treasurer of the new 
company, and Mitchel F. Barnet is 
treasurer. ‘The plant will operate un- 
der the superv:sion of Theodore F. 
Kausel. Operations began on July 15. 





There's a demand for 
—IMPORTED 


MEXICAN 
Huaraches... 


Pronounced (Wa-ra-ches) 
—Styled in Hollywood 


THE NEWEST IDEA 
IN SPORTS FOOTWEAR 
of proven popularity 


$6910 sess 10% 


TEN DAYS— 
F.0.B. Los Angeles 


Whole Sizes 
Only 


Smart 
Well- 


SIZES 


EY) 2to7 


White and Natural 


SIZES 


793 2to7 


To Order Only 


—For Men & Women 


Popular 
Wherever 


SIZES 


760 2to7 


and 6 to 12 in White and Natural 
— Factory Distributors — 


MARTIN LEE 


— SHOE COMPANY — 
840 So. Los Angeles St. 
Los Angeles, Calif. 
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Men's Shoes 
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“HIGHEST GRADE ONLY" 


EAST WEYMOUTH, MASS., U. S. A. 











GREAT 
EASTERN 
SHOE CO. 
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Dancing Shoes and Taps 


PLEXIBLE TAP DANCING SHOES 





Lightening 
Step 


by 
NEW 
osco 


IN-STOCK PROCESS 






Patent Lea. Ww 
Women’s AA-4¥-8 ........ $1.45 hi ed 


— aig goss ge 138 
Children’s B. O00 coves 1.85 1.40 


Owens SHOE Co. 2%70¢"%7.5:: 








Black in Lead for Early Fall 


[CONTINUED FROM PAGE 41] 


buy 36 pair from one house, and 40 
from another, and so on, so that we 
can show customers a variety of styles 
in the color she wants,” he remarked. 
“And what happens after eight or ten 
days of selling? We run out of sizes, 
and we lose the sale anyway. Shoe re- 





tailing has come a long -way from the 
time when a customer who entered a 
shoe store was asked the question, 
“Black or Brown?” and the second 
question, ‘Button or lace?’—and that 
was all there was to it.” 

A. Pflum of Walk-Over stressed fit 
as the important factor in shoe retail- 
ing. “No matter how beautiful the 
shoe is, and no matter how right the 
style is, if the fit is wrong, the shoe is 
wrong, and your reputation with your 
customers is killed,’ he said. “We be- 
lieve in putting in novelties as interest- 
getters. They attract attention, they 
are talked about, and the subsequent 
interest is good for the store and the 
store’s prestige. But when it comes to 
reputation, it’s your fitting that does 
the trick. Give a customer a comfort- 
able shoe and she’s bound to be a friend 
of the store.’ 

Black is mentioned universally as the 
leading color for the first run of Fall 
shoes. As Slater’s put it, approximate- 
ly 75 per cent of their early Fall pur- 
chases will be black, 12 per cent will be 
the figure for brown, and blues will 
run to around 10 per cent, leaving only 
three per cent for novelty colors such 
as wines, grays, etc. The stocking of 
blue is explained on the ground that a 
great many women have blue dresses 
and blue suits held over from Spring 
purchases, which are suitable for early 
Fall wear. They may be expected, 
therefore, to purchase blue shoes to 
wear with these—until they buy new 
Fall clothes. 





Skyrider “Snapshot”’ 
Winners Announced 





— Jones, youthful winner of the 

md prize in the 
smal conducted by the Belle Meade 
Shoe Co., receives his prize from Dean 
Barbee, manager of Potter’s Hyde Park 
children’s store, as Harry Gordon, chil- 
dren’s department manager of Potter’s, 
looks on, at the presentation ceremonies 
staged by Potter’s at Cincinnati, Ohio. 





NASHVILLE, TENN.—Bobby Jones, 
Oxford, Ohio, is the proud possessor of 
a brand new movie camera with projec- 
tor and screen, the first prize in the 
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ON THAT NEXT ORDER 


because 


for nap-sueded shoes .. . 
RUFFIT is right. Your customers 
will agree that Ruffit's 30 authen- 
tic colors... aniline dyed and 
colorfast . . . exactly meet their 


ideas of good looks and economy. 


SLATTERY BROS. 
TANNING COMPANY 

210 SOUTH ST. TANNERIES 

BOSTON, MASS. SALEM, MASS. 











recent Skyrider “Snap Yourself” con- 
test sponsored by the Belle Meade Shoe 
Company, Nashville, manufacturers of 
Skyrider Shoes for boys, according to 
an announcement from the _ contest 
judges. 

Open to every boy in the United 
States, the contest lasted from Feb. 21 
through May 20. Rules of the contest 
required each contestant to secure an 
official entry blank from his nearest 
Skyrider dealer for submission along 
with his snapshot showing his interest 
in aviation. In addition to a stock of 
contest entry blanks, each dealer was 
furnished with complete promotional 
material for tying-in with the contest. 

Twenty additional prize winners of a 
pair of Skyrider Shoes were: 

Bill Hail, Columbia, Tenn.; James C. 
Thompson, Clarks Hill, Ind.; Tommy 
Ragsdale, Wilson, N. C.; Gerald C. 
Hoeffel, Defiance, Ohio; Charles Stock- 
stiel, Toledo, Ohio; Uriel Blount, Jr., 
Deland, Fla.; Walter Dauzenberg, New- 
port, Ky.; Bob Ellis, Tulsa, Okla.; 
George G. Gonder, Jr., Chambersburg, 
Pa.; Donald Wenzel, Chicago, IIll.; Dick 
Husmann, Clinton, Iowa; Lamar Wil- 
liamson, Monticello, Ark.; Earl Seelig, 
West Allis, Wis.; Andy Jones, Sitka, 
Alaska; Edwin Kosman, Toledo, Ohio; 
Dan Long, Montgomery, Ala.; Jimmy 
Ragsdale, Wilson, N. C.; Morris Huff, 
Milwaukee, Wis.; John Winston Woodis, 
Atlanta, Ga. and Sidney Ballard, 
Rochester, N. Y. 
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Nothing But ARCH SUPPORTS = Give This Correction for 


WEAK ARCH 


Realize that no person’s two feet are exactly 
alike. Hence the only scientific and logical way 
to relieve and correct Weak or Fallen arches is 
by individualized fitting of Arch Supports that 
may be progressively adjusted as the condition 


their wearers the correction they expect. It 
explains why Dr. Scholl’s Arch Supports are 
so amazingly successful in correcting foot 
arch troubles...Our powerful reason-why 
national advertising i is telling the public these 
facts every month. Are you tying up to it by 


Write for Catalog to das 

THE SCHOLL MFG. /£°°% 

CO., Inc., Chicago, Ill. oe 
a 


of the feet improve as shown above - +. This 
shoes of one 
t all feet fail to give 


explains why “arch supports” 
standard elevation to 


ERY LK 


ARCH SUPPORTS 


profit in them is big. 


Foot Comfort 


APPLIANCES 


pushing Dr. Scholl’s Arch Supports? The 


REMEDIES 





Obituaries 


Mrs. John Irving Jacobs 


BuFFaLo, N. Y.—John Irving Jacobs, 
president of the Buffalo Shoe Retailers 
Association, received the sympathy of 
a wide circle of friends in the shoe 
trade, recently, when his wife passed 
away suddenly following an operation. 
Mrs. Jacobs was only 28 years of age 
and was the formere Annette Coplon, 
daughter of a prominent Buffalo fur- 
niture dealer, David H. Coplon. 

Besides her husband and father, she 
is survived by three young children. 
The funeral was held from her late 
residence, 198 Woodward Avenue, and 
was attended by a number of promi- 
nent shoe retailers. 


Frank Babylon 


Cuicaco, Itu.—His many friends in 
Chicago and surrounding territory were 
grieved to learn of the death of Frank 
Babylon, a veteran in the retail). busi- 
ness here. Mr. Babylon, who died re- 
cently, at the age of 73, had been 
manager of the H. W. Brant store at 
410 W. North Ave., for 42 years. | 

Although he had been ailing with 
heart trouble for over a year, he worked 
part time during the lest weeks ‘of his 
illness and worked the day that he 


died. He had an attack while at the 
store, was taken home, and died that 
night. His widow and two grown chil- 
dren survive him. 


Frank L. Burke 


RowLey, Mass.—Frank L. Burke, 
80, retired shoe manufacturer, died 
July 7 at his home. He had conducted 
factories in this town and Ipswich for 
many years, was proprietor of a leather 
store in Boston and formerly part 
owner of a heel-making factory in 
Brockton. 

Mr. Burke owned. the Fatherland 
Farm and>was a trotting horse fancier 
for many years. He leaves a son, 
Frank M. Burke, and two brothers, 
Charles and John Burke. 


William Lau 


RACINE, Wis.— William Lau, 49, 
president of the Lau Shoe House, Inc., 
was stricken by a cerebral hemorrhage 
and died in a local hospital recently. A 
native of Racine, Mr. Lau was identi- 
fied with the shoe business, established 
by his father in 1883, for many years. 

Mr. Lau was a past-president of the 
State Street Businessmen’s association 
and president of the State Street Bowl- 
ing league for many years. He was a 
member of the Lions club, the Racine 
Elks, the Knights of Pythias, the 


Moose lodge, the Dania society and 
served on numerous civic and fraternal 
committees. 

Survivors are his widow, two broth- 
ers, both of Racine, and four sisters. 


Frederick A. Pilling 


LowELL, Mass.—Frederick A. Pill- 
ing, president and treasurer of the 
John Pilling Shoe Co., died suddenly at 
his Summer home in Revere, July 4, at 
the age of 70. 

Mr. Pilling, who had been a resident 
of Lowell for the past 45 years, was 
born at Haverhill. He entered the shoe 
business there with his father, later 
coming to Lowell, where he established 
ene of the first shoe manufacturing 
plants of this city. 

He is survived by his widow and one 


son, John W. Pilling of this city. 


George Rothenbach 
WAUPUN, Wis.—George Rothenbach, 


47, operator of a retail shoe store here 
for the last four years, died recently 
at Veterans’ hospital in Milwaukee af- 
ter a long illness of heart trouble. 

A daughter, Miss Elaine Rothen- 
bach, who has been operating her 
father’s shoe store during the past 
year and one-half, will continue to do 
so. Other survivors include his widow 
and four other children. 











records are 


Chain Store Ef ficiency 


made available 
to independent retailers in the 


When in NEW YORK—Pick the Piccadilly 


Say “Hello” to a good “Buy!” Stay at this New, 26 
story hotel. Here, Times SQUARE is all "ROUND 
you—just a stone’s throw to “Radio City,”’ 69 theatres, 
mid-town business offices and railroad terminals. 
Patronized by shoe executives from coast-to-coast. 


Brigh » Pichi —w 
Recorder’s Stock Record System Ledeen, tat “tages RORY cee ot apteeeee 
(either in cards or book form) i con Daily rates begin as low as 


$9.50 





Write for reservations. Ask for a FREE copy of 
1,001 FACTS about New York City!” 


HOTEL PICCADILLY 


45th St., just West of B'way Roy Moulton, Manager 


Samples on Request 


MERCHANT’S SERVICE DEPT. 


209 So. State St., Chicago. III. 
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Bowling Shoes 
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Bowling 
Shoes 


We are pleased to 
announce that our 
1938-39 line of 


ALL KID LEATHER BOWLING SHOES 
is now ready for the trade. 
Most numbers carried in stock. 
Prices on request. 
MIDWEST SLIPPER MFG. CO. 
5%Z S. Peoria St. Chicago, Ill. 
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Returns from Abroad 


Cuicaco, ILt.—Bill Guthman, who 
represents Hannah Sons Shoe Com- 
pany and W. L. Kreider Sons Mfg. Co., 
has returned from a trip abroad to his 
old home in Alsace-Lorraine. 





Arthur Gale Joins 


Marcus Shoe Company 


AkRON, OH10O—Arthur Gale, formerly 
of the Tradehome Shoe Stores, Inc., at 
St. Paul, Minn., has resigned from that 
organization to go with the Marcus 
Shoe Company of Akron, Ohio, which 





ARTHUR GALE 


concern operates a chain of four units 
at Akron, and Canton, Ohio; James- 
town, N. Y., and Erie, Pa. The home 
office of the concern is located at 178 
So. Main St., Akron. 

At the time he joined the Marcus 
Shoe Co., Mr. Gale purchased 50 per 
cent of the capital stock and the com- 
pany was reorganized. Harry Marcus 
is president and secretary and Mr. 
Gale is vice-president and tréasurer. 
Mr. Marcus will take charge of the 
supervision of the stores and do the 
buying of hosiery, bags and accessory 
merchandise, while Mr. Gale will mer- 
chandise and buy shoes and also take 
charge of sales promotion and displays. 

Mr. Gale is an experienced and well- 
known retail shoe man, having been 
connected with the retail shoe trade 
for 22 years. He started in with the 
W. L. Douglas Shoe Company as a re- 
tail shoe salesman. From there he 
joined the Thomas G. Plant Company 
in their store on 34th St., New York, as 
salesman and assistant manager. Later 
he was associated with the Associated 
Dry Goods Corp. for four years; assis- 
tant buyer at the Hahne Company in 
Newark, N. J., and for three and a half 
years he was shoe buyer for the Powers 
Mercantile Company, Minneapolis, 
Minn. 

For the past five years Mr. Gale has 
been associated with the Tradehome 
Shoe Stores, Inc., with which concern 
he was vice-president and member of 
the board of directors. 

He is well pleased in his new connec- 
tion and looks forward to doing a grand 
job starting with the Fall season, for 
which the company is now preparing. 
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Exhibitors Sign for 
Buffalo Show 


BUFFALO, N. Y.—Louis Rubin, head 
of the shoe travelers who already 
have staged five shoe style shows in 
this city, three of this year, has an- 
nounced that approximately 75 exhibi- 
tors have already signed up for the 
next show which will be held Sunday 
and Monday, July 31 and August 1, at 
the Hotel Statler. Mr. Rubin urges 
exhibitors who intend to exhibit to 
notify Mr. Zuber of the Hotel Statler 
as soon as possible, if they desire 
reservations. 

The big feature of the Mid-Summer 
show, Mr. Rubin says, will be an ad- 
vance showing of Fall shoes which is 
expected this year to create unusual 
interest because many shoe dealers are 
counting on the last half of the year 
to make up for the slow business some 
of them experienced in the first half. 

“On the whole,” Mr. Rubin said, 
“this season has been pretty good, 
notwithstanding the hesitation of gen- 
eral business. While the first half of 
1938 will not measure up with 1937 
im volume there are many encouraging 
factors in the trade. Merchandising 
and advertising by the shoe retailer 
has been much keener and I think re- 
tailers have displayed unusual re- 
sourcefulness in face of the conditions.” 

Mr. Rubin predicts that the fifth 
show will be the largest of the series 
for the reason, among others, that 
retailers are more interested in the 
merchandising possibilities of the Fall 
styles and that the only way to form 
a ripe judgment is to look over the 
many lines on display. Mr. Rubin is 
being assisted in the promotion of the 
show by Charles Stutz of New York, 
M. Goldman of Boston, Mass., Charles 
Craney of Buffalo and Robert Leighton, 
also of Buffalo. 





Visits in Chicago 

Cuicaco, ILt.—Jack Clark, sales rep- 
resentative of Crosby Square, recently 
spent a day here visiting with his old 
friend, Norman Souther, president of 
the National Shoe Travelers Associa- 
tion. Mr. Clark, who travels in Ne- 
braska, “South Dakota, Colorado and 
Wyoming, was in this pert of the 
country on a visit to the factory in 
Milwaukee. He reports that in all the 
time that he has traveled the western 
country things have never looked as 
promising as present, and he feels that 
business all over the country is very 
much on the uptrend. 

He also brought word from Sloane 
Culver, president of the Nebraska Shoe 
Retailers, who feels that that organi- 
zation will continue to grow rapidly. 
He reports thet a very creditable show- 
ing was made by salesmen in the last 
convention and that the 1939 June con- 
vention will be held at the Hotel Corn- 
husker, in Lincoln, Neb. 
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Made on lasts designed by our 
Brockton craftsmen, the BELMONT 
and the NEWMARKET are two ex- 
cellent new examples of styles that 


Relmont will be popular for Fall, 1938. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 




















































ae = a eg 







ee ee 
































[50] 





BOOT anv SHOE RECORDER, July 16, 1938 


lsesfied » lanirhet 





SALESMAN WANTED 


BUSINESS OPPORTUNITY 


POSITION WANTED 








WANTED SALESMEN, to handle « 
line of Quality House Slippers and Comfort 
Shoes with reputable concern, on commission 
basis, in each of following territories: 1., North 
and South Dakota, Western Minnesota; 2., 
Kansas, Iowa, Southern Missouri. Address 
£877 care Boot and Shoe Recorder, 140 Federal 
St., Boston, Mass. 


SALESMEN WANTED—One of the most out- 
standing lines of women’s and children’s 
slippers and sandals is open for salesmen in 
the following states—Va., W. Va., N. C., S. C., 
Ga. 7 Fla., Ky., Tenn., Kans., Mo., Neb., Lowa, 
N. D., S. D., Minn. Side line man only, com- 
mission basis, settlement monthly. Man that 
proves satisfactory will be given a drawing 
account, State in first letter full details and 
references. Restful Footwear Co., 31 Wilkin- 
son Ave., Jersey City, N. J. 


SALESMAN :—Experienced, with established 
following for the Western half of Pennsyl- 
vania with Pittsburgh as headquarters also the 
state of W. Va., to carry our Brockton made 
men’s welts and complete lines of women’s 
novelties and sport type welts. In applying 
give references, age and previous experience. 
Diamond Shoe Company, 139 Duane St., New 
York, Y. 











YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can ac to. Bae capi- 
tal juired or goods t ncy 
or soliciting. oF etatlished” 1804. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 


SHOE man, 18 years’ experience in retail 

‘shoe stores, manager for large chains in East. 
Will go anywhere. Best references. Address 
$873, care Boot & Shoe siege 239 West 
39th Street, New York, a 


MANUFACTURERS — — Jobbers—Retail Store 
Operators—This young man with pep has 
16 years’ Retail Shoe Merchandising experience 
and training and has the guts to go anywhere 
in the United States for a job. Address #880, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, Y. 











WONDERFUL OPPORTUNITY 


The Dr. Pyles Foot Oscillator is finding a 
ready sale to the foot sufferer for home use. 
On rental or sales plan. Exclusive franchise 
now available for this marvelous money-mak- 
ing proposition. Write for full detaile to the 


VI-PED-EX CORPORATION 
Stockton, California 

















ALESMAN—Must be well acquainted with 

Chain Store and Department Store buyers. 
To represent well established Eastern Manu- 
facturer of Hard Sole Ladies’, Men’s and 
Boys’ House Slippers as well as leather sole 
Sandals in the most popular selling Retail price 
range. A wonderful opportunity for the Right 
man. Straight commission basis. Write giving 
complete details as to past exnerience, etc. 
Address $879, care Boot & Shoe Recorder, 239 
West 39th Street, New York, Y. 


FOR LEASE 


AVE 100% location in well established ladies’ 

shop open to lease, Shoe Dept., Aug. Ist. 
Jackson, Miss. If interested write Box $868, 
care of Boot & Shoe Recorder, 239 West 39th 
Street, New York City. 








PATENT ATTORNEY 





HELP WANTED 





ANTED: High grsde man to assume charge 

and develop small group of family shoe 
stores located in an Eastern state. Unless you 
have chain store experience and have produced 
volume sales at a nrofit do not apply. Address 
£866, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





FOR SALE 


PATENT YOUR IDEAS 










of your 
CONF IDENTIAL 


ADV ATTORNEY 
iM FREE pn Zener] 
Ss J. Pat. Off. records searched 
for “ANY Invention or Trade Mark 


D 
E 















LINE WANTED 








Lines Wanted for South 


Experienced Salesman available who covers fol- 
lowing States: Tennessee, Kentucky, Alabama, 
Mississippi, the Carolinas, Virginia, West Vir- 
Famer | and Ohio, Pennsylvania, land. Can 


as 
buyers. Best of ae furnished. Address 1875, 

HO S BeCeRsER, 239 West 39th 
Street, New York, N. 











ALESMAN—Large following among Syndi- 

cate Chain Stores, Drug Jobbers, Chain Drug 
Stores, Notion Jobbers, Shoe Chains and Shoe 
and Leather Findings Jobbers in New York 
State, New Jersey, Philadelphia, Baltimore, 
Washington and New England territories. Sold 
White Shoe Cleaners and other Shoe Polishers. 
Desires Reliable connections. Address $881, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





WANTED TO LEASE 


WANTED men’s Shoe Department, or shoe 
Store in the South, by reliable party. Ad- 
dress #876, care Boot & Shoe = sesosnble 239 
West 39th Street, New York, N. 








FOR RENT , 


‘OMPLETELY fixtured shoe department in a 

new department store in the best section 
of Albany, N. Y. Department is located on 
mezanine—has room for 5000 pair of shoes 
Cc pp with new  stream-lined 











AVE ebout 1000 pairs or more ladies’, grow- 

ing girls’, few boys’ and children’s and in- 
fants’ shoes. Mostly branded, broken lots. 
Will sell 60% on dollar. Address $872, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y 





WANTED TO PURCHASE 


Witt pay cash for shoe store or department 
doing from eighteen to fifty thousand dollars. 
E. Wolfe—2020 Morse Ave., Chicago, Illinois. 





POSITION WANTED 











Viennese Shoe Model Designer 
and Patternmaker, Factory Manager 
SEEKS EMPLOYMENT 
in shoe factory or shoe model studio. Specialist 
for ladies’ high class fashion and sport shoes. 
Address No. 874, care Boot & Shoe Recorder, 

239 West 39th Street, New York, N. Y. 














ly > | 

fixtures, tubular chairs, etc. Ready for im 
mediate acceptance. Terms 10% of sales with 
a minimum guarantee of $150.00 ner month. A 
department selling women’s and children’s popu 
lar priced merchandise can do a volume of 
approximately $40,000. Lurie’s Department 
Store, 84 No. Pearl St., Albany, N. Y 





T? RENT: Store in a 100% location, cit; 
about 35,000 in New York State. Betwee: 
all five and ten cent stores and next door t: 
Kresge’s. A rare opportunity. For further in 
formation, Address #878, care Boot & Shoc 
a yg 239 West 39th Street, New York, 








- mum charge, 75 cents. 


address should be counted. 


{2 Advertisements for this pa 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 


Classified advertising is payable in advance. 
ge must be in our New York office on Friday of the week preceding publication. 3 | 
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WANTED TO PURCHASE 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 

BARIS SHOE COMPANY, Inc. 


79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180-5181 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded 
Walk-Over, Florsheim, Enna-Jettick, 
ity. Arch Preserver, Queen Quality, 
tonians, Stetson. Red Cross. Nunn-Bush, Etc. 
IRVIN RU 
“The House of Jobs’’ 

89 Reade St., Cor. Church 

Phone Barclay 77-7887 New York City 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 

















Michaels Joins Brown Co. 


New YorkK—William Michaels has 
joined the sales staff of the Brown 
Company of Portland, Me., manufac- 
turers of Onco products. He will make 
his headquarters at St. Louis, Mo., and 
will cover the Midwest territory. In 
addition to his sales work, Mr. Michaels 
will also do department store promo- 
tion work. 


Novel Method of 
Increasing Sales 


NEw ORLEANS, LA.—John D. Rocke- 
feller apparently got a lot of pleasure 
out of giving away silver dimes. Sol B. 
Stern, manager of the shoe depart- 
ments at the Mayer Israel Co., New 
Orleans, also enjoys distributing dimes, 
though for a less altruistic reason. 

Five years ago Mr. Stern adopted the 
idea of rewarding salespeople from the 
store’s other departments at the rate 
of 10c. for each shoe sale they sent him. 
The result has been an increase, in 
round figures, of 100 pairs of shoes per 
month in the women’s shoe salon alone 
and appreciable increases in the men’s 
and children’s departments as well. A 
hundred pairs of shoes represent a 
nice dollar volume—at least seven or 
eight hundred dollars, according to Mr. 
Stern’s estimate, as Mayer Israel’s shoe 
prices begin at $5. 

“T’ve found that an immediate cash 
award, even one as small as a dime, 
has far more appeal than any other 
means of compensating salespeople for 
extra selling efforts,” says Mr. Stern. 
“We’re more than satisfied with the re- 
sults we’re achieving with this simple 
and practical form of promoting extra 
shoe sales through customers who come 
into the store with the sole intention 
of patronizing other departments.” 


James H. Stone Passes 


[CONTINUED FROM PAGE 34] 


James T. Gormle y, Day-Gormley 
Leather Co., Boston; C. Henry Jacobs, 
A. Jacobs & Sons Co., Lynn, Mass.; 
J. A. Slosberg, Green Shoe Mfg. Co., 
Boston; Thomas Small, Allied Kid 
Company, Boston; Alfred W. Donovan, 
E. T. Wright & Co., Inc., Rockland, 
Mass.; Harold S.- Wonson, Common- 
wealth Shoe & Leather Co., Whitman, 
Mass.; Frank S. Shapiro, National Shoe 
Corp., Marlboro, Mass.; L. M. Carroll, 
Norway Shoe Co., Norway, Me.; Wil- 
liam E. Doyle, Doyle Shoe Co., Brock- 
ton; ‘Arthur L. Evans, L. B. Evans’ 
Son Co., Wakefield, Mass.; Maxwell 
Field, acting secretary, New England 
Shoe and Leather Association. 

Boston Boot and Shoe Club—Francis 
B. Masterson, president and treasurer, 
Boston Boot and Shoe Club, Hub Shoe 
Company, Boston, Mass.; Ellis Gordon, 
Ellis Gordon & Son, Boston; W. J. Mc- 
Henry, The Linen Thread Co., Boston; 
Maxwell P. Gaddis, Hutchinson-Winch, 
Boston, Mass.; Horace R. Drinkwater, 
Edwin: Clapp & Son, Inc., East Wey- 
mouth, Mass.; James T. Keating, James 
T. Keating Co., Boston, Mass.; John F. 
Murphy, Ohio Leather Corp., Boston, 
Mass. 

Tanners Council of America: Mer- 
rill A. Watson, executive vice-president. 

National Shoe Travelers’ Association 
—Thomas A. Delany, secretary. 

Mr. Stone had an ability to attract to 
himself admirers who became firm and 
steadfast friends through life. Many of 
these were in attendance at his funeral. 
Closely associated with him in his pub- 
lishing career and a warm personal 
friend was Harry A. Chase, of Roches- 
ter, N. Y., now secretary of the New 
York State Shoe Retailers Association, 
who succeeded Mr. Stone as executive 
head of The Shoe Retailer, when the 
latter went with N.S.R.A. as manager. 
He arrived in Boston on Monday to pay 
tribute by his presence to his friend of 
many years. 

Interment was in Holyrood Ceme- 
tery, Brookline, Mass. 

And so passes from our presence but 
not our hearts, a man whom all men 
liked because of his personal charm; 
and whom all men respected because of 
his forthrightness, steadfastness of 
purpose and high ideals. 


Takes On Added Territory 


Boston, Mass.—The A. C. Lawrence 
Leather Company announces the en- 
largement of the territory covered by 
Phil Beauchamp, a member of the 
sales force. In addition to cover’ng 
New England, as in the past, Mr. 
Beauchamp has been assigned New 
York State; where he will solicit the 
trade with the company’s lines of pat- 
ent and side leather. 
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MERCHANTS’ NEEDS - 








INCREASE YOUR SALES 
with the original 
SHOE DOCTOR SHRINKERS 


ADDITIONAL SALES are 
made when you obtain the 
confidence of your customers 
by giving those hard-to-fit- 
feet a perfect fit. Our Shrink- 
ing Devices, when used with 
our specially prepared fluids, 
give the proper fit to shoes 
which fit large around the 
top, slip at the heel, or gap 
at the sides. Any fullness 
or wrinkles in leather or 
fabric are easily shrunk 
c type tren without harm. 
Send your order or write for detail information. 


Special combination offer $25.00 (fluids in- 
~— in above prices) f.0.b. Indianapolis, 
Indiana. 


E. C. SMELTZER CO. 


121 E. 5Sist Street, Indianapolis, Ind. 











Buffalo Retailers to Hold 


Annual Outing 


BuFFALO, N. Y.—The twenty-ninth 
annual outing of the Buffalo Shoe Re- 
tailers Association will be held Wednes- 
day, August 17, at Walker’s Grove, 
Wherle Drive, in Williamsville. Fred 
Manning and Ollie La Reau are co- 
chairmen of the affair. Clarence La- 
nich is chairman of the committee on 
arrangement, and George Seifert is 
chairman of the committee on sports. 

The program will be something dif- 
ferent this year. There will be a buffet 
luncheon from 2 p.m. to 4 p.m. At 7 
o’clock, a chicken dinner will be served. 
Sports end other diversions will be 
held during the afternoon with plenty 
of refreshments available at all hours. 

These outings have come to occupy 
a@ prominent part in the activities of 
the shoe trade of western New York. 
Each year has seen an increasing num- 
ber of members of the trade in atten- 
dance from all of the cities and towns 
of this section. Harry J. Deters, who 
resigned as business manager of the 
association, was chairman of the last 
eleven outings, which reached an “all- 
time” high last year. 


Strauss Store to Move 


OsHKOSH, Wis.—The Strauss Shoe 
Store, 103 Main St., will move to new 
quarters at 145 Main St., about August 
1. The store has occupied its present 
quarters for the past five years, and 
its new store will be modernly equipped 
throughout. 
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Retail Shoe Business 


Gains in Boston 


Boston, Mass.—New England shoe 
merchants are currently enjoying a 
volume of business which they had be- 
gun to believe they might never see 
again. For the first time this year, 
sales in dollars compare favorably 
with the same days and weeks of last 
year—some_.merchants report an in- 
crease. This rush of business began 
about the m‘ddle of June, after a first 
half-month which had fallen so far be- 
low the 1937 figures that it looked as 
though there were no bottom. It is 
true that mark-downs may have helped 
te bring the business in, but many mer- 
chants, in view of the return of con- 
fidence in the recuperative powers of 
all business, have begun to wonder 
whether reducing prices had anything 
to do with it. 

Prime favorites, of course, are white 
shoes and factory ‘n-stock departments 
and wholesalers on Lincoln and South 
streets are receiving orders daily for 
immediate delivery. A few factories, 
even, have gone back to making these 
shoes on rush orders. Orders for Fall 
have sharply increased. 

To date the volume of business has 
been confined to women’s shoes, with 
children’s second, and men’s lagging 
behind the procession. 

The hide and leather market, too, 
has responded. Calf and side leather 
have advanced in pr:ce; there have 
been some increases in other kinds of 
leather, though not so marked; hides are 
being bought in volume by tanners for 
the first time in several months; spot 
hide prices have gone up; and hide fu- 
tures on the New York Commodity 
Exchange have soared. 

It is doubtful, however, whether this 
is the start of a rapidly advancing mar- 
ket. Shoe prices show no tendency to 
go up and merchants are hop ng that 
they will not, as they feel that there 
will be more profit for everyone con- 
cerned in immediate volume at the 
present price level than there would be 
if consumer buying were to be slowed 
up by a too-rapid advance. 





T. A. Saval Opens 
Hollywood Shop 


Ho.tiywoop, CaL.—A custom shoe sa- 
lon has been opened at 6736 Sunset 
Boulevard by Theodore A. Saval under 
the trade name of “Jewell’s Custom 
Shoes.’”’ These shoes, for both men and 
women, are all hand-made. All patterns 
are exclusively designed for each patron 
by Mr. Saval. While the shop is quite 
new, a substantial business from motion 
picture personalities and the fine retail 
trade is evidence of the acceptance of 
this venture. Mr. Saval is well known 
to the shoe trade through his 17 years 
of manufacturing shoes in Chicago un- 
der the firm name of Murphy and Saval 
Co. He has always been connected with 
the high grade manufacturing part of 
the shoe business. 
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BOOTS AND SHOES 


AULT-WILLIAMSON SHOE CO., Auburn, Me. ...............---0-00--ceeeees 4,5 
CEAPP, EDWIN; -&- SONS, INC.,-E. Weymouth, Mass. ...............00 00005 46 
CONNELL, J. M., SHOE CO., S. Braintree, Mass. ...........00eeeeeeeeeeecees 48 
CRADDOCK-TERRY COMPANY, Lynchburg, Va. ...............2----2000000 1 
ENDICOTT JOHNSON CORP., Endicott, N. Y. .............. 000 eeeeeeeeaees 2,3 
EVANS, L. B., SON CO., Wakefield, Mass. ...........ccccccceeceeeceseceecs 48 
FIELD & FLINT CO., Brockton, Mass. ..........022ccccccccccccccccccccccccce 7 
GERBERICH-PAYNE SHOE CO., Mt. Joy, Pa............. ievgeveeod Back Cover 
GREAT EASTERN SHOE CO., Boston, Mass. ...........0.cececeeeeeceeeeees 46 
JUSTIN, H. J., & SONS, INC., Fort Worth, Texas .................-0eeeeeeeee 14 
MARTIN LEE SHOE CO., Los Angeles, Cal...............ccceceeceeecceeeeees 45 
MIDWEST SLIPPER MFG. CO., Chicago, Ill. ............. 0... cece e cece eee 48 
PESITSIEs BARS Oy I Was ooo ie cc ese c cede cbt le bedeceebovece 44 
MRS. DAY’S IDEAL BABY SHOE CO., Danvers, Mass. ...........-..eeeseees 44 
Oy IN NII CPL NOUN MMOES ©. oc oc s v's c cnt cncccecinceccccadecaccenecadsane 46 
PEDICRAFT SHOES, Philadelphia, Pa. .............2. 2... cccccccccccccccees 44 
PETERS, BRANCH OF INT. SHOE CO., St. Lowis, Mo................000008 28, 29 
RACINE SHOE MFG. CO., Racine, Wis. .................0cccececcecees 3rd Cover 
ROBERTS, JOHNSON & RAND, St. Louis, Mo. ...........00..cccccecccccuces 8, 9 
WRIGHT, E. T., & CO., INC., Rockland, Mass. ..............cccceceececcecees 37 
LEATHER AND OTHER MATERIALS 
ALLIED KID CO., New York City, Boston, Mass. and Phila., Pa............... 33 
DEWEY & ALMY CHEMICAL CO., Cambridge, Mass. ..............- Front Cover 
ENGLAND-WALTON DIV. A. C. LAWRENCE CO., Boston, Mass. .......... 40 
OHIO’ LEATHER CO.; Girard, Ohio... cikc ceaclevcccccccceccccecicece 12 
RUEPING, FRED, LEATHER CO., Fond Du Lac, Wis. ................. 2nd Cover 
SLATTERY BROS. TANNING CO., Boston, Mass. ..............2ecceceecceees 46 
UNITED STATES RUBBER PRODUCTS, INC., New York City ............ 11 
Vanes ey 3s WO. New York City oo. 5 obo woke cc occcccecce 42 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


DU PONT, E. I.. DE NEMOURS & CO., INC., Arlington, N. J. ............... 27 
UNG UAST COs Beaton: Matas 5. oo ds heen ide vdcae sc cde sche occeve cece 49 
UNITED SHOE MACHINERY CORP., Boston, Mass. ....................- 6, 10, 31 


STORE EQUIPMENT AND ACCESSORIES 





HOWELL MFG. CO., St: Charles, Tl... 6.5205 coe he cece ccc kccvdeces 44 
MOHAWK CARPET MILLS, New York City ................cccccecececeeece 36 
SCHOLL MFG. CO., INC., Chicago, Ill. ..........0 00. c cece ccc ccecccecccccece 47 
SCOTT FOOT APPLIANCE CO., Omaha, Neb. ...... dee VO ois SG aah es Peeks « 35 
I I I bas Spade lari tbvdet odocas<crén¥usccceceess 43 
SMELTZER, E. C., CO., Indianapolis, Ind. .............. 00. c cece ec cecccece 5] 
SOLON Pe RAEN BOS soe cae hic 8 one Sees d ss onc eeecbinewabieven. 39 
MISCELLANEOUS 
BARIS SHOE COMPANY, New York City............. cc cc cc ccccccccccceceeee 51 
HOTEL PICCADILLY, New York City................ ccc ccc cc ceccccecceccece 47 
KIRSCH-BLACHER CO., INC., New York City..............ccccccecccuccccece 5] 
POLACHEK, Z. H., New York City ...........ccccccccccccccscucecccecsceees 50 
PUR Re NO OR GIR. 6 iano st nnc cc tnec tcecccccnscvcencctcaccccecce 51 
STEPHENSON LABORATORY, Boston, Mass...............0ccecceccccccecces 50: 
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Seamless Quarters and Quarter Linings 
Seamless Tongue, Vamp and Vamp Linings 
Rubber Heels showing no nail Holes 
Fibre Pegged Heels instead of Nails 
Improved Fitting Back Lasts for Children 
Genuine Cordovan Soles 

Infants’ Flexible Welts 
Allenite Tip and Heel 


The Gilbert Shoe Co., Thiensville, Wisconsin 


In Stock No. 1786 


White Elk 4 Eyelet Punched Tie 
314 to 9—AAA, AA, A, B&C. $3.80 


No. 1766, Same in Brown Calf. '. $3.70 


Starting production in 1926, 
Kali-Sten-Iks, on the sound 
basis of quality have built and 
maintained a national accep- 
tance. We have accepted the 
responsibilities of Leadership 
by originating outstanding 
merchandising and construc- 
tion features. This long record 
has made Kali-sten-iks FIRST 
in Footwear Value...a Capital 
Asset for Your Store. Ask any 


Kali-sten-iks merchant. 
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In old type rubber 
threed the needle 
punctures, the hole 
spreads, the thread 
breaks, gore is 


ruined. 






In PLURALASTIC, 
the needle strikes 
only @ single sec- 
tion of the rubber 
thread, the gore is 
not effected. 





Y 






industry. Whereas PLURALASTIC appears to be a one-piece rubber thread, when you put it 
' under a magnifying glass or pull apart a loose end, you find it is actually composed of multiple 
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Pictures tell the story. This unre- 
touched micro-photograph shows 
why the sensational Pluralastic 
rubber thread eliminates the age- 
old, needle-cutting menace from 
the shoe goring field. 


For more than eighty years, all rubber thread used in elastic webbing was either cut from 
a sheet of rubber or extruded in a single one-piece thread. These threads were then combined 
with textile fibres which held them firmly in place. The highest development of this art has for 
years been used as shoe gorings. 

When the stitching needle in the shoe factory strikes one of those one-piece rubber 
threads, the thread is punctured regardless of whether it is flat or round, and subsequent flex- 
ing of the goring in the shoe increases the size of the puncture until the rubber thread is broken 
and the appearance of the elastic web ruined, causing loss to shoe manufacturers and retailers, 
and dissatisfaction to customers. 


The amazing, new invention, PLURALASTIC, eliminates this age-old menace of the shoe 

















strands. When a stitching needle strikes one of these strands, the damage is negligible, as the 
rémaining strands are still intact,-whole, free of blemish. The effective strength of the rubber 


thread is unimpaired. The appearance of the goring is unaffected. 

We-are pleased to announce that Thomas Taylor & Sons, Inc., specialists in the act of 
weaving high-grade elastic webbing for the shoe trade exclusively for more than 70 years, 
has been granted the sole right to use this patented PLURALASTIC in shoe goring. 
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A VITAL MERCHANDISING PROGRAM 
IN CONJUNCTION WITH OUR REGULAR $6 TO $6.50 LINES 


The importance of this new program 
cannot be overstressed. It not only marks a 
progressive step in Air-Tred policy, but also 
brings a powerful new stimulus to the 
women’s volume shoe market. Beginning 


at once, a smart instock set-up of Air-Tred 


Shoes to retail at $5 will be available. These 
models will supplement our regular $6.00 
and $6.50 lines. This move was undertaken 


only after a critical analysis of the market 
had indicated an exceptional opportunity 
for a smart comfort shoe in the $5 field. In 
addition, the sales-appeal of the entire 
Air-Tred line has been further increased by 
adding refreshing new styling. Alert deal- 
ers will recognize that through these moves 
they can reasonably anticipate a larger 
volume and proportionately larger profits. 











* Completing A Tested Feature Line To Reach The Popular Priced Field * 
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Newmarket 


Made on lasts designed by our 
Brockton craftsmen, the BELMONT 
and thé. NEWMARKET are two ex- 
cellent new animals of styles that 


Belmont , will be popular for Fall, 1938. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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FALL PROMOTION 


4 Protected, exclusive dealer 
franchise. 


3 Coope ation for local 
_fewspaper wae and 
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STRENGTH 
SECURITY 
ECONOMY 


UNISHANK 


BREASTLOCK 
HEEL 


UNISHANK innersoles and BREASTLOCK wood heels are two 
logical and practical features that progressive manufacturers 
are using on women’s high heel shoes. 


The BREASTLOCK heel with its special anchoring device, to- 
gether with UNISHANK innersoles, gives new security against 
“kicking under” or “kicking back.” Smaller and shorter soles 
can be used and flap laying is eliminated. Unishank gives 
tigid arch support that is vitally essential. 


Modem style vérsions emphasize the importance of these two 
basic improvements in shoemaking technique. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON. MASSACHUSETTS 
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This is the Ball-Band Hoosier as adver- 
tised to millions in the leading magazines 
for boys. Scientific last, cushion arch 
supports, ventilated STA-KLEEN cush- 
ion insole—-and many other features that 
build sales and increase profits. 


ADD TO YOUR FALL PROFITS WITH 
BALL-BAND CANVAS SPORT SHOES 


Early Fall can be—and should be—one of your most profitable seasons 
for promoting canvas sport shoe sales. The opening of school—modern 
physical training classes—gym classes, both indoors and outdoors—fall 
track practice—field hockey—basketball and other indoor sports all 
create a demand for these shoes. The development of correct fitting 
lasts, sanitary insoles, cushion arch supports and other safeguards for 
foot-health have increased the acceptance of such shoes for everyday 
school wear. With Ball-Band, you can offer all these features that 
promote health, build sales and increase profits. Your selling is backed 
by the universal recognition and acceptance of the Red Ball trade- 
mark as the dependable “Mark of Better Footwear.” 





Plan now to get your full share of this profitable business this fall. 
Write us for information on how Ball-Band can help you with a suc- 
cessful Fall Sport Shoe promotion program. 


MISHAWAKA RUBBER & WOOLEN MFG. CO. 


280 Water Street, Mishawaka, Indiana 
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AVAILABLE AT NO 
ADDITIONAL COST 






CUDDLE 












Beautiful in suede combined 
with calf piped in silk kid 







SNUGGLE 









EMBRACE CARRESS 






S-t-r-e-t-c-h—not too much—not too little, but just enough to 
fit like a glove. GLOVETEX is a new and exclusive method of 
employing goring invisibly; a method which has all the ad- 
vantages of the modern gore types, but with the distinct ad- 
vantage of “no extra cost.” 


GLOVETEX is available in 20 styles—heels from 16/8 to 21/8. 









First orders will have preference on delivery. Samples will be Price $3.60 
submitted or salesman will call at your request. Ten day de- across the board 
livery on size-up orders. —5%, 30 days 





JONES-WALSH SHOE COMPANY 


Manufacturers of single sole shoes 


2632 PALM STREET SAINT LOUIS, MO. 













